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POLYPROPYLENE : 
SOLID BRAIDED 100% NYLON 
SASH CORD MASON’S LINE 





100% NYLON : 3 tage 
BRAIDED CORD 


Big sell in small space. Display 
rack free with initial order for MASON’S LINE 


4 or more reels. 







POLYPROPYLENE PULL-PACK TWINE 
BARGAIN BUCKET 








See Back Cover tor MORE 

Cd lemetehmeel. Mote) ie)-Ve] = 
These are the big SPRING sellers . . . ask your jobber now C 0 R DAGE 
about the King Cotton Line. It's packaged and priced to sell! 


105 DUANE STREET * NEW YORK 8, N. Y. 





There’s a Diamond Plier 
for every job 


All shapes, styles and 

sizes to the user's choice—all 
incorporating famous 
Diamond quality 


Insist on the Diamalloy Brand. Stocked by 


leading wholesalers and distributors. 


DIAMOND TOOL aid fo/Sh06 (7, 


DULUTH, MINNESOTA e TORONTO, ONTARIO 


‘There is 





ley iilial: Millie 
, than a DIAMOND” 


Master of the building: Give him one master key! 


Here’s a big sales opportunity for you. The amount of time 
wasted by a janitor or custodian trying key after key ina 
lock can easily be turned to better uses. Sell school boards, 
building managements and store owners on the master- 
keying systems they need ! One-key convenience makes Yale” 
master-keying systems the most widely used in the world. 
For further information, see your Yale Distributor for the 
full line, or write to the Yale & Towne Manufacturing Co., 
Yale Lock & Hardware 

Div., White Plains, N. Y. YALE & TOW NE 
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THE SECRET 


— of faster file turnover 
HOLS, 
Se 


| 


Fully 
9 There’s really no secret to it. According to successful file 
retailers, all you need to enjoy a faster file turnover are 

2 eight basic file types. Just put them up front where customers 
: Ee will see them... where they’ll help build your reputation 

MILL as a well-stocked dealer and help build store traffic. 


‘nee Here’s a list to check your inventory against. 


Mill Bastards—4’, 6”, 8”, 10” and 12” lengths; single cut. 
85, Warding Bastards—4’, 6” lengths, both double cut. 


Fiat Bastards—8”, 10”, 12”; Half Round Bastards—8’, 10’, 12’; 
Round Bastards—6’, 8”, 10”, 12” lengths—all double cut. 


Chain Saws—Round Smooth Double Cut—8’ x %6", 8” x 7%2” 
Precision and 8” X iy": Square—6’ x 7/30". 
Made from 


ai Handy—8’, single cut one side, double cut other side. 
Quality 


Forged Tapers—Slim, Extra Slim, Double Extra Slim— 
st from 4” to 10” lengths. 


_—"" Rasps—Half Round Wood—8’ and 10’; Cabinet—8” and 10”; 
To Sharpen: 


| healer Sele Four-in-Hand—8’, 9” and 10” lengths. 
Kitchen Knives 


| Pocket Knives Assorted Round Handle Needle Files—4’, 54” and 614” 
'  Garder : 

gros lengths. Cuts No. 0, 2, 4 and 6. 

Grass Shears 


Wood Finishing Skin-packed impulse items for browsers. The colorful Nicholson 
g che or Black Diamond File Display holds 48 assorted files, 
each with its own attractive, Hi-lmpact, orange handle. Each file 
is individually skin-packed and carded, showing price 
and uses. There’s $12.10 profit in each assortment. 
Free display rack for counter-top or pegboard. 


NICHOLSON 


Nicholson File Company, Providence 1, Rhode Island - Files - Rotary Burs - Hack- orets, N } C i 0 L 8 0 iy on 
saw and Band Saw Blades - Hole Saws - Ground Flat Stock - Industrial Hammers 2 uv. S.a.” 
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Quickly 


for Fast 


Turnover... 


That’s what Faultless Caster Card-Paks will do at your Hardware Store: Sell... 
move off your shelves quickly for profitable dollar turnover! Here’s why: 
bright, colorful Card-Paks have customer buy-appeal; they’re designed for 
easy counter or peg-board display; and choice of caster styles and wheel colors, 
which comply with NRHA Turnover Handbook recommendations, fill 80% 


of your customer’s needs. Ask your wholesaler for complete information. 


Faultless Caster Corporation 


Evansville 7, Indiana 


Branch offices in principal cities of the U.S.; see the Yellow Pages of 
the telephone book under “Casters.” Canada: Stratford, Ontario 


Faultless 
Caster 


Card-Paks 


a 


NRHA 
APPROVED 
FEATURE 
DISPLAY 


Faultless se 
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Editorial 


by W. A. Phair 


Hectic, frustrating, unprofitable . .. 


The rush is past. The last frustrated Christmas shopper has gone. 
For better or worse the year is over. 


Now comes a quiet interlude of a few weeks when, in between the 
sessions of inventory counting, we can give a few thoughts to what 
happened in the past and what may happen in the future. 


In looking backward, the year 1961 gives an impression of having 
been unusually hectic, confusing, disturbing, frustrating and possibly 
also unprofitable. In short, when we look at it now, it seems to have 
been a rather sour year. 


But the views closest to us are always sharpest and time tends to 
soften our memories. When I re-read the thoughts that I have ex- 
pressed on these pages in past years, I am struck by the fact that 
every year seems to have its imperfections. 


Perhaps, from an objective viewpoint, this past year was not really 
as bad is it appears right now. A few years from now, when we look 
back to 1961, we may realize that it was, in many respects, a fairly 
good year. 


While it was not a year of easy selling, nor easy profit making, 
there were some dealers and wholesalers who can look back on some 
gains for the year. In fact, I think there were more such gains made 
than are generally realized. 


Some of the gains of the past year were in the intangibles. For 
example, our perspective on our problems was sharpened. The panic 
that hed marked preceding years gave place to an understanding that 
the independent merchant was not doomed, that he could survive under 
certain conditions. We have also developed a better understanding of 
how the discounter operates. As we have become more familiar with 
the discounter, he has grown less fearsome in form. His weaknesses 
and strengths have become apparent. Perhaps we have even learned a 
little about exploiting his weaknesses. 


While we have been learning more about the discounter, I think we 
have also been learning more about ourselves. I think the trade gen- 
erally is examining itself in a franker, more objective fashion. 


Dealers and wholesalers were by no means the only ones who felt 
pain and frustration during the past year. Manufacturers probably 
developed as many ulcers as did dealers and distributors. For many 
factories, it was a year of indecision. What should they do about the 
discounter? No matter what position they took, they were the butt of 
criticism from one group or another. 


Some manufacturers tried to straddle the fence. But this was a 
most uncomfortable (and unprofitable) position. As the year ap- 
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Editorial 


continued 





proached it’s end, there were signs that some really basic decisions 
on sales policies were in the making at the factory level. 


I believe that 1962 is going to see a clarification of sales policies 
by many factories. I believe these actions will generally strengthen 
the position of the wholesaler-dealer channel. If this does happen, then 
the headaches of 1961 may have been worthwhile. 


New needs. new methods... 


Some of the problems we are facing are of our own making. Too 
many of us are quick to agree that change is desirable and inevitable 
—as long is it affects the other fellow. When it affects us, we are 
inclined to fight it. 


This approach never solved a problem. The final umpire in this 
commercial competition is the consumer. Sometimes I think we lose 
sight of this fact. 


The hardware trade is unquestionably going through a period of 
change. But this change has been going on for more than 100 years. 
Only the pace is different. The discount house is also undergoing a 
major change. Rarely has any retailing element been in such a state 
of fluidity as is the discount house today. 


The changes that are taking place in the hardware trade and in 
the discount trade is the consequence of pressure by consumers. We 
all know that propaganda, skillfully used, can influence consumers for 
a while. But in the end, the consumer acts with intelligence. He will 
favor and encourage those types of retail units that best serve his 
needs. Neither you nor I, nor anyone else, can alter this. In fact, we 
wouldn’t want to change it, because it is the great balance of our 
giant economic system. 


If we recognize the basic intelligence of the consumer and seek 
ways to serve his needs honestly and efficiently, we will get the busi- 
ness in the long run. However, sometimes the consumer has a different 
idea of what constitutes honesty and efficiency than we do. When this 
happens, confusion arises. Some of the conflicts that rage today reflect 
a failure to truly understand what the consumer wants. 


There are many signs that the fast dealing of the discounter and his 
misleading advertising practices, is alienating consumers. This may 
be one reason why some discounters are now shying away from 
the word “discount.” 


On tne other hand, I think some hardware dealers have failed to 
understand the new needs of his customers. He has failed to recognize 
the changes taking place in living habits, the effect of automobiles 
and better roads, or the frequency with which families now change 
their homes. These new habits require new changes in the way we 
serve our customers. If we fail to acknowledge this, we will suffer, 
and the fault will be our own. The longer we delay in adapting our- 


selves to changes, the greater is the risk of our becoming obsolete 
and unnecessary. 
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when you give 


big full display 


to 


SPOT-CORD 


and 


AETNA 


For Clothesline @ Camping 


= 7 
@ Real jump ropes e Real play ropes 


Samson Cordage Works 


BOSTON 10, MASSACHUSETTS 


Put them on your want list Now! 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Confidence in first half .. . 


Government economists predict strong business activity in the new 
year, particularly in the first six months. Here are some good signs 
for dealers: Home construction should rise about 8 percent, reach- 
ing a near-record 1.4 million new units. Surveys by the Federal 
Reserve Board show consumer plans to buy major household appli- 
ances are running high, pointing to increased sales. Consumer 
credit is steadily rising (by $184 million in October). Consumer 
goods’ loans, not counting automobiles, were up $22 million for 
October, the highest level of the year. 


Parcel post ruling is snagged... . 


Dealers will have to put off plans for mailing bigger, heavier parcel 
post packages for a while. Post office proposals for new size and 
weight rules have hit a snag. The House Post Office Committee 
charges that Postmaster General J. Edward Day does not have 
authority to change size and weight rules, as he can postal rates, 
for fourth class matter. Spokesmen say this power was cancelled 
by Public Law 199 (1951) which set certain limits according to 
postal zones. The committee will insist the post office present a bill 
to amend PL 199, delaying new rules for many months. 


Labor unions’ right defined .. . 


The U. S. Supreme Court says a store owner does have the right to 
bar union organizers from handing out leaflets to employees in 
store-owned parking lots. The high court refused to hear an appeal 
by the Retail Clerks International Assn. (RCIA), AFL-CIO, after 
union members had been fined for violating a state no-trespass law. 
The case involved the Chicago branch of Sears, Roebuck and Co. 
Union members had been handing out RCIA leaflets to Sears’ em- 
ployees on their way from the lot to the store. The supreme court 
turned down RCIA’s argument that unions should have the same 
rights in privately-owned parking lots as on public sidewalks. 


Tax overhaul still in future .. . 


The much talked about, long-promised overhaul of the nation’s tax 
laws by Congress won’t get off the ground in 1962. Dealers and 
small business lobby groups had been hopeful that general reform 
would come in the new year. The first step was made in December 
with hearings on state taxation of interstate commerce. The prob- 
lem proved so complex that lawmakers say they may need another 
year of study. The second phase of the study will cover state sales- 
and-use taxes. But there is small hope Congress will have a chance 
to do much about it in the months ahead. 


10 ¢ HARDWARE AGE, December 28, 1961 





nothing 
cranks 


up 

business 

like 
casement 
window 
operator 
replacements 


The demand for do-it-yourself casement window operator replacements represents 

important new sales. Now you can offer your customers Security operators for casements 

that will replace almost any standard model—including former “Getty” operators . . . that 
are easy to install and require no drilling. In handsome lustrous baked enamel 


finish. Visual-packed to catch a browser's eye! security HARDWARE MFG. CO., NC. ize 


BROOKLYN 24,N.Y. 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


FREER SPENDING MOOD TIED TO HIGHER INCOMES? 

A more liberal spending mood seems to have gripped the buying public. 
Record retail sales for November contrast sharply with the prolonged 
spell of cautious spending and savings. Retail sales totaled $19.3 
billion for the month, 5 percent higher than for November, 1960. Some 
reasons for the thaw: Higher employment, a drop in the jobless rate 
and increased wages at the factory level. Just about all kinds of re- 


tail business shared in the sales boost. The automotive group claimed 
the largest relative increase. 























FIRST QUARTER BRASS PRODUCTION UPTURN EXPECTED 

Brass production declined less than is usual for December, a good 
Sign. Many hardware items use brass or brass parts. Despite the sales 
improvement, producers still complain about profits. Stiff price com- 
petition persists, they claim. Most producers look for improvement in 
the first quarter of 1962, both in sales and profits. 


























STEEL TEMPO STEPS UP. SPUR TO RECOVERY? 

Major steel users appear to be stockpiling as a hedge against a possi- 
ble strike in June. This could add further impetus to the predicted 
rise in the economy for the first half of 1962. Stockpiling could send 
Steel production 25 percent ahead of what it would otherwise be for 
the period. With this economic bellwether setting such a sprightly 


pace, most other facets of the economy, including hardware, should 
also increase their tempo. 























GOVERNMENT OPTIMISTIC ABOUT NEW YEAR 


spending for new plant construction and purchase of equipment will 
climb to $36.5 billion in the first quarter of 1962. Such spending is 
a key factor in the national economy. In predicting this rise, the 
federal government expressed its faith in a continuing advance in the 
economy next year. If this rate is reached, it will top the indicated 
rate of $35.9 billion for the quarter now ending. It also would exceed 
any quarter since the $37.8 billion record set in late 1957. Some ex- 
perts have pointed out one possible drawback: The bulk of spending 
could well be for increased efficiency instead of greater capacity. 


























- « e Turn to page 122 for more news of How's the Hardware Business. 
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COMPLETE 
AP. GARDEN TOOL 
_ CENTER 


No. 974 SNAP-CUT MAGIC MERCHANDISER is a proven sales 
builder which contains reasonable quantities of tools which 
are proven sellers. Takes up less than 1 square foot of space. 


GARDEN TOOLS 


Make Your Home a Showplace 


Livy PRUNE, lates 
{Fes seauTnn wemnves 
a - = 
La Be " ~ 
a: 625" \COn mS Lawn 


« 
Pu h 
“~)* 





} | 
be NAP-LIIT 
L4/1LA GN 


= pen ce 
Rear - 


Ly 
\ a 
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Ask your wholesaler for 
the SNAP-CUT No. 974 
MERCHANDISER 

containing: 


6 — No. 119 Snap-Cut Pruners 1 — Free No. 119 Pruner 1 — Free Newspaper Mat 
4 — No. 114-8 Snap-Cut Hedge Shears 1 — Free $2.50 dealer coupon 1 — Free Display Rack 
6 — No. 1107 Snap-Cut Grass Shears 1 — Free Window Streamer Free Pruning Guides 


SEYMOUR SMITH & SON, INC., Oakville, Conn., U. S. A. 


Saies Representatives- JOHN H. GRAHAM & CO. INC., 105 Duane St., New York 8, N. Y. 
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MERCHANDISING 


newsiener 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


IS THE NEWEST SALES GIMMICK COMPETITION FOR YOU? 

Does the success of supermarket cash register tape plans for "buying" 
appliances portend trouble for dealers? Will idea spread? Some experts 
think yes, though it may be too early to appraise. Early reaction 
among consumers is favorable. Under plan, customers get credit of 
about 5%% on food purchases toward purchase of appliances, thus make 
monthly payments to which they may add cash. They can "buy" appli- 
ances thus, ‘though it may take years for average family, and full 
list prices are paid. Power tools could become next candidates for 
tape plans. 



































THE COIN HAS ANOTHER SIDE. 

Market observers see another side to tape=-buying plans. If supers 
offer a tape plan, it's probable that they'll withdraw from stamp 
plans. Since tape plans now cover only appliances and stamp plans 
cover whole range of hardware, dealers actually would have less free- 
merchandise competition in a given trading area. And since super- 
markets are the main source of stamps in most communities, when they 
pull away from stamps other merchants who've considered them a nec- 
essary evil for years may gracefully withdraw. 
































TREND IN NEW HOMES MEANS DOLLARS TO DEALERS 

A growing number of home builders are whittling prices for '62. A 
Survey shows many firms trimming $500-$1000 on home prices. How? Fewer 
built-in devices, fancy hardware, and decor items. A buyer's market 

in new homes causes switch to economies to get prices down. Is this 
good for you? Big builders think so. Home buyers will want items that 
heretofore have been built-in. Samples: Fancy post lanterns, and 
kitchen and bathroom fittings. They'll also want to replace some 
economy hardware with better quality. With a 1.4 million new-home 
target in ‘62, a significant trend. 






































A BUYING SPREE AT CHICAGO? 

Economists are gleeful over the record $19.3 billion in retail sales 
in November. December promises an equal performance. Dealer-wholesaler 
inventories standing low, at scarcely 1.32 times monthly sales before 
the holidays, will be full of holes when National Housewares Show 
opens in a few weeks. This condition is coupled with a bright busi- 
ness outlook for first half of '62. Thus, 36th National Housewares 
Show may smash all buying records. Get all the facts about housewares 


in general and the big show in particular in series of articles 
Starting on page 39. 
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: |. SEE THE COMPLETE GERING LINE 
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RIBBED POLYETHYLENE FOR FLOORS AND CARPETS plus a 1001 more uses 
Now! A mat that will lay perfectly flat; be perfectly safe. New Safe-T-Edge. A band of silver gray, high- 
impact material at each end stops curling or rolling. 


No wrinkles, No ripples. 
Eliminates household hazards. 


Flexible Safety Edges. Always stay flat. 


WATERPROOF e ODORLESS e NON-SKID RIBBED SURFACE e WIPES 
CLEAN WITH DAMP CLOTH e TRIMS EASILY WITH ORDINARY SCISSORS 


36-pack display shipped with each carton for use 
as end counters, stands, or window display. 
Removable backboard. 


BIG 6 FOOT ROLL. 27” wide. 
Prepackaged. Pre-priced, too. 


¢¢ A, 


FIDY-MAT ALL-PURPOSE HOUSEHOLD MAT with TIDY- 
FLAT EDGE. A bigger value than ever with new Tidy-Flat 
Edge. Pre-packaged, Pre-priced. -6-ft., 9-ft., 12-ft. rolls. 


une of On, 


_ 
Ne 


GERING SHELF LINER Jumbo 9-ft. 
rolls now 59¢ retail! NEW RIBBED DE- 
SIGN! Really lays flat. Lifetime polyethylene at — 
wipes Clean quickly. In white, yellow, pink or turquoise. | 
GERING PLASTICS 
WRITE TODAY FOR FULL DETAILS! Kenilworth, New Jersey 
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Bathroom Assortment 
gus Ae: 

Beosttog, | , FOUNTAIN 

‘ ) CAR WASH 


Full size; polished alumi- 
num handle; plastic block 
and hose connector; plastic 


filled. 
ORDER NO. 9045 





BATHROOM ASSORTMENT 
PLUS 
FREE BRUSH HOLDER 


Plastic bath brush and bowl 
brush with hanger that fits 
tank top or stands alone— 
big seasonal value. 


ORDER NO. 8219 


4 SEASONS SWEEP PATIO SWEEP 


14” walnut-stained block, Union fiber filling, 11” smooth hardwood block, 48” handle; 
33/,” trim; 48” stained handle. Attractive white Palmyra filling, 31,” trim . . . for drives, 
imprint sells this all-purpose sweep for dirt, walks, garages or rough sweeping. 


leaves, inside or out. ORDER NO. 9246 
ORDER NO. 9215 


See Them at Booth 948-950 N.H.M.A. Show 


yt ee Be eh an neta ce ne ees RON ir a ae RN 
Siac. 78 ee: SRG Taran aaa 8 ee ee : $ : ast DSO TS REO R NE 
; ‘ ae ae ae ; : 


> eee ae. onan 
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protective coating 


FOR ROOFS «¢ WALLS « ALL 
EXTERIOR SURFACES 


colored aluminum 


protective coating 


SHEF-KOTE: protective, lasting seal whose highly reflective finish keeps out summer heat, winter cold. 
e One application seals, waterproofs, insulates and preserves roofs, metal surfaces or masonry walls. 
e SHEF-KOTE contains no asphalt, tar or pitch, and no materials which are vulnerable to harmful sun rays. 
e Weatherometer test shows color doesn't fade . . . becomes more brilliant and metallic with weathering. 
e SHEF-KOTE is very easy to apply, too... simply use a roofing brush, hand brush, squeegee or spray. 


SHEFFIELD BRONZE PAINT CORPORATION / Cleveland 19, Ohio 
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AG 18, 7PM 


OF | ~ . 
“Keep up the “Well displayed — “We expect to do well “This display 
good work” easy to keep clean” with this display” is the answer” 


Ae 
“Thanks for the “Terrific job “Packaging is neat” “Very nice thermometer “Have been waiting 
pre-pricing”’ of packaging” design’ years for this type 
of display” 


Boy! Do we get fan mail praising 
Taylor’s TEMPRITE Thermometers 
and THERMO-PAK Assortments! 


“Like the new “Wonderful way “Well displayed — “Thermometers have “Nice, saleable 
blister pack” to merchandise” should sell” great eye-appeal”’ assortment” 


‘Very eye-catching “Sold 3 in first hour — “Should help us sell “Excellent 
display terrific” real winner” thermometers” Assortment” 


‘Taylor [nstruments 


Want more facts? Circle 110, p. 89 
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‘Most versatile thermometer display I’ve ever 
seen... and this new TEMPRITE thermometer 
is a hot item,’ says Emmett Stubenrod, of 
Country Gentleman Store, Rochester, N.Y. 


From dealers all over the country come comments 
on the new Weather and Cooking and ‘THERMO-PAK 
Assortments. They like the versatility and con- 
venience of the displays and find they really do 
promote impulse buying. 

The THERMO-PAK weather assortment features 
the new TEMPRITE Thermometers. Completely 
redesigned in three Faber Birren approved colors, 
these thermometers give your customers even 
greater value. More attractive — easier to read— 
rustproof —always accurate because the tube can- 
not slip. 


Based on recommendations from leading house- 
wares merchandisers, the THERMO-PAK Cooking 
Thermometer Assortment has been designed for No. 5161 Weather Thermo-Pak Assortment 
space-saving peg board or counter use. Blister gare 


pes. 5132 Utility Thermometer. . . . . . $1.69 
" : . 1 * 
cards feature sales copy, instructions for use, and pa. 5140 Comfortmeter* Well Thermometer . $1.29 
prices. 





pcs. 5301 Hi-Lite* Window Thermometer . . $ .98 
5314 Deluxe TEMPRITE Thermometer . . $3.25 
5316 White TEMPRITE Thermometer . . $1.69 
5318 Green TEMPRITE Thermometer . . $1.69 
5319 Redwood TEMPRITE Thermometer . $1.69 
5343 White Dial Window Thermometer . $1.98 
Taylor Instrument Companies, Rochester, New . Total Retail Value $38.13 


York, and Toronto, Ontario. Dealer Cost $22.80 
4-Way DISPLAY RACK FREE 


SOO Kuro be Aalbers etal te fist rade Mark 


) ee TEMPRITE THERMOMETERS 
Taylor Cooking Thermometers and THERMO-PAK Assortments 


Make sure you cash in on this year’s “thermom- 
eter season.’’ Order from your wholesaler now. 


Ny WwWwoND 2 2 KN 











in Booths 819-821 at the NHMA 
MTagdor National Housewares Exhibit 





No. 5943 Cooking Thermo-Pak Assortment 
6 pcs. 5936 Meat Thermometer. a. ake ae 


3 pes. 5923 Dial Freezer-Refrigerator 
Thermometer . . $1.98 
3 pes. 5931 Dial Oven Thermometer - . . . $1.98 








12 pes. Total Retail Valve $23.76 
Dealer Cost $14.26 
DISPLAY RACK FREE 

















MEAN ACCURACY FIRST 
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New All-Weather TUF-DUK 


selis itself, pays 59c profit per pair 


@ Sure grip, 
wet or dry 


® Repels oil, 
water, snow 


ALL ~- WEATHER 


e Warm, 
Keng bonds warm and dry comfortable; 
1 age ea flexible in 

cold 

weather 


DOTHEEES WH AS BME 5 SO 


e Washable 


@ 10 times longer 
wear than jersey 


NEVER BEFORE a work glove with so 
many self-selling features! Edmont 
guarantees user satisfaction or money 
back, Guarantee stated on tag. Order 
from your wholesaler. Drivers’ slip-on 
No. 1704; knitwrist No. 1700; safety 
cuff No. 1707. 





Your fastest-selling liquidproof gauntlet. 
Full profit at $1.29 retail 





Edmont 


Tough as a turtle’s shell vet 
its special vinyl coating and 
knit jersey liner give soft- 
ness and flexibility unusual 
in fully coated work gloves. 
Excellent resistance to snags 
and abrasion. Curved, pre- 
flexed fingers and wing 
thumb give natural hand fit. 
Also available in knitwrist 
No. 707, retailing at 98¢ 
and 12” gauntlet No. 712, 
$1.59 retail. 


Turtle No. 76 
10” gauntlet 


LONGEST WEAR FOR $1.19 
Monkey Grip No. 303 

Tough, longest wearing vinyl plastic. 
Good flexibility, excellent dry grip. 
“Job-fitted” for handling any rough, 
abrasive materials such as rough lum- 
ber, concrete block. Resists oil and 
acids. Outwears ordinary leather and 
as many as 10 pairs of canvas gloves. 








TOPS IN NEOPRENE. $1.29 RETAIL 
Thumbs Up No. 908 


Coated with Edmont’s special neoprene 
that is not only extra tough and long- 
wearing but as flexible as plastic. Ideal 
for workmen, farmers, home handymen— 
protects against cutting, abrasion, oil, 
chemicals and heat. It’s “thumbs up” on 
profits when you feature these long- 
popular gloves. Gauntlet style No. 912 
retails at $1.84. 


amont Order today from your wholesaler 
| JOB-FITTED WORK GLOVES 
aheae Inc., 1214 Walnut Street, Coshocton, Ohio. Also makers of Green Thumb and Werx brand gloves 
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2 NEW IN ‘62 
FROM FOLEY 


One of the country’s fastest-moving housewares lines—now FOLEY intro- 
duces 5 more high profit items...quality made, quality designed, quality 
packaged. For the complete, quality line of kitchen tools and gadgets, 
look to FOLEY first... and be FOLEY equipped for sales. 


1 #177 TURN-OVER BROILER—$6.98 re- 
tail. Rack turns, foods stay in place. 
Protects fragile foods—fish, hamburgers, 
lobster, shrimp; reduces spatter burns. 
Quick and easy—foods handled only when 
locked in place and when served. Polished 
aluminum pan is 15” x 12” x 134”. Double 
wire rack is chrome plated steel . . . adjusts 
from 4%” — 134” with 6 locking positions. 


2 #171 ROAST CARVING GRIP—98c retail. 
Perfect for carving and serving. Holds 
meat while you carve, picks up slices for 
serving. Spreads to fit over fowl or roast. 
Attractive for table use. Chrome plated 
steel, 934” long. 


#176 GRIP TURNER—9Q8c retail. 
hard-to-turn foods—meats, fish, 


For 
fowl, 





bacon, sausage, hash browns. Grips, holds, 
turns, serves. Holds food firmly, prevents 
spatter burn. FOLEY Switch Lock makes 
storing easy. Chrome plated steel. ‘Turner: 
11” long, 234” x 3%” blade... . grip: 10%” 


long, 214” x 214” blade. 

4 #175 SPOON ’'N SPREAD—39c retail. 
Serves like a spoon—spreads like a knife. 

Jams, jellies, relishes, mustard—from jar to 

bread. Modern, attractive to complement 

table setting. Stainless steel, 6” long; blade 


is 34” wide, 334” long. 

5 #180 3-CUP SIFTER—98c retail. Quick 
sifting with trigger action handle. Pop- 

ular size, compact, easy-to-store. Has easy- 

to-clean single screen. Polished aluminum. 


Want more facts? Circle 112, p. 89 


See them 
at the National Housewares Exhibit! 


FOLEY MANUFACTURING CO., 
MINNEAPOLIS 18, MINN., DEPT. 111 


HARDWARE AGE, December 28, 1961 © 21 





BIGGEST AND MOST COMPREHENSIVE 
INDUSTRY EXHIBIT EVER PRESENTED! 


Jd EXHIBITORS 988 


at the 36th 







































































National Housewares Exhibit 


McCormick Place, Chicago | 


* All the new products and ideas 
* All the big names in housewares 


* All the up-to-date information you 
need for more profits in ’62 


Serving the housewares industry since 19358 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
‘Gtaletola+isia bf 1-Mal-) Mhicl am +l ahil. 


1130 Merchandise Mart + Chicago 54, illinois 
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Here's Why 
SARAN Mops: 
Sell Faster — 


MAGNETIC ACTION 


A Saran mop works like a 
charm on any floor. . . 
actually pulls dust up! 


NON-ABSORBENT 


YoldelaMmilel-la Mel a-Medeltlile Me late| 
smooth; can’t absorb dirt. 
A quick shake rids the mop 
fo) Mo] | Melia mae) (-lai-te Bi 


CAN BE WASHED 


For extra cleaning, dunk the 
mop in water and shake it. 
It dries in minutes. 


FLAMEPROOF 


PVaMmlalalclactiimaitelaelaiciatiilanesi 
YeldeliMmile|-lc ae. Vile Mela Mn-S aiae. 
safety measure in the home. 


“BUILT-IN” COLORS 


Saran is made in bright, 
permanent colors that can’t 
fade or wash out. 


Ready Sales-Makers 


BECAUSE THEY HAVE SO MANY 
UNIQUE AND EXCLUSIVE FEATURES 


| dust mops 


MADE OF "MAGNETIC ACTION" 


BY NATIONAL 


Saran dust mops win instant attention because of their bright, cheery 
colors . . . but better still, because Saran is a name that has always 
meant satisfaction. As a fiber specifically engineered for dust mops, 

it is scientifically controlled to give the mop powerful magnetic action — 
dust actually springs to it when in use. Saran mops are tough, resilient 
and extremely durable . . . clean more thoroughly, with less effort 

and in less time. On your next dust mop order, specify “Saran” 

and you'll have a source of steady, profitable sales. 


Mg THIS TAG SELLS 
ai FOR YOU... 


The Saran tag gives all the 
important qualities and advantages 
of this extraordinary mop. It works 
for you as a “silent salesman”. 


National Plastic makes only the Saran fiber. Saran 


dust mops are made by America’s leading manufacturers. 


NATIONAL PLASTIC PRODUCTS COMPANY, INC. 


4 Saran, Nylon and Polyolefin Fibers—Nevomar High-Pressure Laminates— Wynene Extruded and Molded Products 
ODENTON. MD e® NEW YORK.N.Y. @© MIAMI. FLA e® CHICAGO. ILL. © DALLAS-FORT WORTH. TEX. 
DENVER. COLO ® PORTLAND. ORE. @ LONG BEACH. CALIF. e® SAN FRANCISCO. CALIF 
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DIGES F THE MIRACLE GREASE AND WASTE SOLVENT. 


This liquid cleaner is non-caustic and harmless to plumbing. Clears and cleans 
grease and slime from drains, grease traps, septic tanks, cesspools, drainfields. 
Fast acting, harmless to digestive bacteria. Completely eliminates all sewage 
odors. Easy to use, dilute with water and apply. 


VISIT THE CAMP CHEMICAL BOOTH AT YOUR HARDWARE CONVENTIONS. See the 
complete line . . . exciting new products offered for the first time. FREE ATTRACTIVE 
DISPLAY RACK. From America’s leading manufacturers of Sewage Chemicals. ASK FOR 
OUR SHOW SPECIAL. 


MEET THE CAMP FAMILY 


ane ae 4 yen 4 REVIVIT ROOTAWAY SEWER CLEANER 


Concentrated Sewage Enzymes 


elinimates need of expen- oViNg That “ounce of preven- Disintegrates fibrous, clog- 
sive, unhealthy pumping + es tion”’ that’s even better pay: ging tree roots quickly 
PAME and digging up of cess- —" than a “pound of cure” ; and efficiently. Does not 
pools, septic tanks, seep- : < teaks Revives and feeds bacteria affect plumbing, orange- 
Cesspool age pools, etc. No at by supplying enzymes ra ; : burg pipe, etc. Plumbers 
Steric TANK shutdown either. Dissolves ietds which feed and rejuvenate A eR, and professional Rooters 
CLEANER everything from grease them. Quickly breaks NN coo ne Sa use Rootaway when other 
to sludges. Results in 12 down and liquefies es cas steer | methods fail. 
to 36 hours. te greases, fats, etc. <9 ; 





CAMP CESSPOOL AND 
CAMP DRAINFIELD CLEANER §| SEPTIC TANK CONDITIONER INSTANT DRAIN PIPE 


WITH ENZYMES CLEANER 
For clearing and cleaning 


clogged and sluggish drain- starts septic action . . goes to work instantly, 
fields, disposal areas, seep- stimulates bacterial growth the ultimate in drain sol- 
age pools, dry wells, sand . . @liminates odors. , vents. Contains no soda 
filter trenches, French AP pe Creates medium in which e lye whatsoever! Works 
drains, etc. Use as a pre- . ee bacteria thrive and grow "tLEawe® when others fail. Money- 
ventive and as a corrective. eel THe by the millions — as- mo men 70 back guarantee. 

Experts say the trouble with sures proper operation of — 


most septic tanks lies in septic tanks and cesspools. 
the drainfield. 





Other Camp products in the sewage line include CLOG-AWAY ENZYME DRAIN CLEANER, INSTANT TOILET BOWL 
CLEANER, SANICAMP SEWAGE DEODERANT, DRAINFIELD LIFE, SEEPAWAY, CAMP PRIVY CLEANER, GTC 
ENZYMES, GREASE-NO-MORE, SURE, etc. The most complete sewage line in world. No one miracle product to 
solve all problems, but a proven product for each spectfic problem. 


Put extra profits in your pocket with the 


BIGGEST ADVERTISING CAMPAIGN IN OUR HISTORY! 


NATIONAL NATIONAL 


NATIONAL TRADE 
NEWSPAPER RADIO 
CAMPAIGN CAMPAIGN MAGAZINES PUBLICATIONS 


William J. Powell, former Commissioner of the Department of 


Sanitation, City of New York, endorses and un'conditionally 
guarantees the entire Camp line of sewage products. 


WE WORK HAND IN HAND WITH OUR DEALERS: Free for the asking: Cooperative advertising, Circulars, Signs, 
Newspaper Mats, Display Stands. 


OF -\ \' | nae OF ws | 1) | O7-\ Mim Ol © Baa | [om 


“Sanitation For The Nation” Largest Manufacturers Of Sewage Chemicals In The World 
2nd Ave. and 13th St. Brooklyn 15, N. Y. 


Export Division, 152 W. 42nd St 36, N. Y., Cable address: Campcher f Canadian Factory & Office: 47 Duke St., Montreal 


Warehouses: New York: Chicag Los Angeles: Sa ancisco: Portland, Ore 
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...Ll'ools you will sell the most 


Rea Tr ~ | 1. ? | a ~~ a? 
‘ AU , j ‘ L 7 
y 


ae 


PROMOTED THE YEAR 'ROUND 


NEW Industrially Rated... 
Extra Powertul... 
Aimost Dustless... 
FULL 3” BELT SANDER 


95 
AT HOME WORKSHOP PRICE........ SAG 


Finally, the complete answer to home-workshop sanding. Powerful cool- 
running 4% amp. motor turns belt at 850 surface ft. per min. Completely 
gear driven with permanently lubricated precision needle and oversize 
sleeve bearings. Unique tension device maintains peak efficiency, enables 
quick change of belts. Exclusive casting design combines with forced air 
currents to cause dust accumulation at rear—keeps work clean, easy to 
see. Balanced weight, contour grip handle minimize fatigue. Die cast 
polished aluminum housing. Total weight 7 Ibs. Comes with 3 sanding 
belts: coarse, medium, fine. 





Model 202—$13.95 
Small, light, quiet. Strong black 
plastic case. 14,400 strokes per 
minute. In display carton with 6 
abrasive sheets, 2 polishing pads. 


Model 303—$16.95 
General utility model in red plas- 
tic. 14,400 strokes per minute. 
in gold metal Kit Box with 12 ab- 
rasive sheets, 2 polishing pads. 


All Saw...Cuts 4x 4 
At 45°...6” Log 
Fine Scroll Work... 


with complete safety. 


Does Everything a Pattern Saw Will Do; More Than A 
Circular Saw Does! Does many things a band saw or nibbler 
will do—and many things that, until now, only a chain saw 
could. No other portable electric-saw can cut a 6” board 
or a 6” log, yet cut any pattern, too! 

Cuts 2x 4, 4x 4, 6x 6—all metals, including steel thin 
gauge to 44”—>pipe and thin wall up to 2” in diam. Cuts curves, circles, straight cuts, fine 
pattern work in Masonite, Bakelite, wood, metals, tiles, Formica, wallboard, Plexiglas, 
plaster board, asbestos. Knife blade cuts all materials cut with knife. 

Curved foot plate enables inside cut anywhere; cutting blade in line of sight; air stream 


Model 404—$19.95 
Heavy duty with special motor for amazing 
power. 14,400 strokes per minute. Ebony 
plastic in metal Kit Box with 15 abrasive 
sheets, 2 polishing pads, instruction book. 





STRAIGHT-LINE VIBRATOR SANDERS 








$29 .95.st 

%'' 2-Speed 
Power Drill 
Model 808 


Power Saw 


Model 505 
$26.95: ist 


Does work of rip, jig, crosscut, band, hack, 
coping, scroll, keyhole saws. Cuts 2 x 4 
in seconds; cuts plastics, etc.; cuts 2” 
steel plate. 1.8 amp. motor. 2650 54” 
strokes per minute under load. Motor fan 
keeps guideline free from sawdust. 
Handy, beautifully balanced. 3 blades in- 


A 2-speed 3%” Power Drill by Wen—and 
only Wen. Here in one tool is everything 
needed in an electric drill. Easy to change 
speeds. 1000 RPM to 3000 RPM. Husky, 
powerful, but streamlined design. Genuine 
¥,” Geared Chuck. Universal 2 amp. 
Motor. Size 1244” x 434” x 22”. Weight 


clears dust from line of cut; powerful 4% H.P. motor; 3 wire 8 cord with adaptor; heavy duty 
hardened gears; heavy duty roller and oilite bearings. 


1/2 h. p. 


Complete with 7 biades, rip guide, circle 


cutter, 45 tilting base plate. Universal Motor: 
AC-DC, 3400 1” strokes per minute. Length 8”, 
Width 7”, Height 744”, Wt. 6% Ibs. 


‘*Quick Hot’’ Soldering Guns...8 standard and special tips 
Promotionally Priced 


cluded. Also available in kit form (505K) 


| 4 Ibs. 
with metal carrying case. 








UL) only $4495 
@) UL listed under Industrial 


Classification 


$12.95.ist $5.95 ust 


$7.951ist 
Model 199 


$9.95 ist 
Model 199K 


$9.95 ist 


Model 288 Model 250 Model 100 


General purpose gun. Heats 2% seconds. 
Weighs 1% Ibs. Has long, durable tips, 
Spotlight, sturdy red plastic case. Kit in- 
cludes gun, extra tips for hot-cutting, 
smoothing, rosin core solder, all in strong 
metal box. 


Heats in 5 seconds, far beyond 200 
watt rating. Light (2\%4 Ibs.) Has 
long reach, long life tips, spotlight, 
strong shatterproof handle and 
case. 


Famous WEN 250 Watt Heavy Duty Model. 
567 hours continuous operation. Heats in 
5 seconds. Spotlights work. With special 
rip cuts plastic tile. Strong black plastic 
case. Comes in attractive Self-Display 
Carton. Also available in kit form (250K) 
with metal carrying case. 


pm wow eT SL, InN OC. sown 


Feather-light (19 oz.) Slim-line (1'%4.” cross 
section) 100 Watts power. Heats 2% sec- 
onds. Built-in spotlight focused on work. 
Long reach, long life tips, replaceable and 
pom om with special purpose tips. 
Lustrous black plastic housing. 
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WRIGHT-BERNET 7227s BRUSHES 











No. 1150 PROFIT-PAK 
HOUSEHOLD BRUSH DISPLAY 


Each brush in poly bag, with prepriced header. 
NO SOILED MERCHANDISE — NO LOST PROFITS 


ii ll 


CMA 


. - ~ 
-— > 
- ~ 
i ti 
. > 5 
od \ > 
=~. - LOO LT RRC Ce ee 





No. 66 PROFIT-PAK No. 24 PROFIT-PAK 
STEEL WIRE BRUSH DISPLAY FLOOR BRUSH DISPLAY 











WRIGHT- BERNET, INC. DON'T FORGET — 
1524 Bender Ave., HAMILTON, OHIO vy} it's Brsshes /-""Wright-Bernet”’ 
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EVERY hose prospect who walks into a store will walk 
out the door with a hose under his arm if ATLANTIC’S 
COMPLETE GARDEN HOSE LINE is featured in ‘62! 


Why? . . . Because the Atlantic line includes a full 
selection of hose . . . both plastic and rubber... in 
every price range and grade, from the very finest it is 
possible to make, to good, sound-quality promotional 


hose designed to meet and beat the roughest competi- 
tion. 


A BONUS TO INCREASE DEMAND! 


During the coming season, a beautiful Empress AIll- 
Purpose, Lace-Design Plastic Tablecloth, in Full 70” x 
54” Dinner Size, will be available to consumers through 
a special offer presented on every coil of Atlantic Super 
Deluxe and Imperial Quality Plastic Hose as well as all 
Rubber Garden Hose .. . and your 


PROMOTIONAL MATERIAL IS FREE! 


Start right now to plan for a big year in hose sales for 
‘62! Write us for full details on our Tablecloth Bonus 
Offer, and a free catalog showing our COMPLETE 
HOSE LINE. 


SUPER DELUXE 
KOOLGRASS... 


a super-strength, three-ply, 
visible nylon reinforced plas- 
tic hose with transparent, 
100% virgin vinyl cover, is 
the leader of our premium 
hose line of nine different 
types. Also available are 
single-tube soaker and four- 
tube sprinkler hose. 


NEOPRENE RUBBER 
GARDEN HOSE 


is one of our seven styles of 
rugged, high-tenacity rayon- 
braid reinforced rubber 
hose. All Atlantic Hose have 
free-flow construction and 
solid brass couplings, and 
come in all popular sizes and 
lengths. 


IMPERIAL STURDEE 


is the one hose that is de- 
manded by people who know 
a quality item at a promo- 
tional price, and is one of 
four styles in our top-grade 
promotional line. 


All Hose is Fully Guaranteed Under Our Factory 
Replacement Plan as Stated on Every Package! 


ESTABLISHED 1864 


QUALITY MANUFACTURERS FOR NEARLY A CENTURY 
MILL STREET © CRANSTON ® RHODE ISLAND ® U.S.A. 


VISIT OUR BOOTH NO. 1302 AT THE HOUSEWARES SHOW, CHICAGO, JANUARY 15-19, 1962 
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~NEW STANLEY CHEMICAL 


























> # ‘ < 
hectic 


ANTI-RUS 








No. CT9900D Chemical Tool Uni-Rack $17.64 Dealer Cost 


xy as 


‘ie, - - ORGANIZED DISPLAY 

We asa a ee UNI-RACKS (NRHA-approved), display the 25% of fast movers which give 
you 80% of your hand tool volume. They reduce fixture cost and set-up 
time. Stock control is simplified; inventory lowered. Use individually, or on 
STANLEY TOOL CENTER for mass display with maximum visual impact. 


SPECIAL “PROFITOOL” PROMOTIONS! 


All through '62, special Stanley ‘“‘PROFITOOL’’ Promotions will move items 
off Uni-Racks FAST. New Stanley Chemical Tools get the big push in Feb- 
ruary and March. (See opposite page). Stanley Measuring Tools—March 
and April. Stanley Knives—May and June. Be prepared to ‘‘cash in!’’ 


ASK YOUR WHOLESALER FOR COMPLETE DETAILS 
Or write STANLEY TOOLS, Division of The Stanley Works, 3812 Elm Street, New Britain, Connecticut 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
S f rat N i b Y | This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools + power tools + 
builders hardware + industrial hordwore + drapery hardware * avtomatic door controls + aluminum windows + stampings 
springs * coatings * strip steel + steel strapping — made in 24 plants in the United States, Canada, England, Germany and Italy, 


CANADIAN PLANTS: HAMILTON, ONTARIO, AND ROXTON POND, P.Q. 


REG. U.S. PAT. OFF. 





TOOLS for ADDED PROFITS! 


FAST TURNOVER ASSURED 





AND 40% PROFIT MARGIN FOR YOU! 


The aerosol sprays in the new Stanley line of Chemical Tools have everything 
it takes to make them best-sellers and profit-makers... 


SALES APPEAL—They do countless jobs in home, workshop and shop. 


All user does is push button to spray on. 


PACKAGING APPEAL—Eye-catching appearance stops traffic, starts 


sales. Each can self-sells by suggesting uses. 


PROFIT APPEAL—Here’s where you come in—a 40% profit margin! 


Here’s the complete line... 
SLIDE LUBRICANT—Stops sticking, binding, squeak. 


ing of sliding or rubbing surfaces. 


BRUSH SOFTENER AND PROTECTOR—Keeps 


brushes and rollers soft, prevents hardening. 


RUST PENETRATOR—Loosens rust on any metal 
object; lubricates, too. 


ANTI-RUST OIL—Protects metals (tools, hardware, 
guns, etc.) from rust and corrosion. 


SPRAY ADHESIVE —‘‘Stick-on . . . peel-off’’ tempo- 
rary adhesive for paper, rubber, plastic, cloth, etc. 


DEGREASER AND CLEANER—Penetrates and dis- 


solves heavy deposits—oil, grease, fat, tar, dirt. 


CLEAR PLASTIC LIQUID—Protective coating for 
tools, hardware, outdoor furniture, sports equipment, etc. 


PRUNING PAINT and WOOD PRESERVATIVE — 
Aids healing of pruning cuts and protects wood products 
from moisture and rot. 


FREE 


SPRAY HANDLE a 
WILL SPARK SALES! ¥ os 


50¢ value. Converts spray can to spray ‘quot 


gun in seconds... keeps hands clean. yarch® 
Customer sends Stanley “Special Offer” arn SY Se 
Sticker on cap or number from front of label. * ~ 


ORDER Stanley Chemical Tools from your jobber today. 


BACKED BY POWERFUL CONSUMER ADVERTISING! 


pest 


HALF-PAGE, 2-COLOR AD— 
MARCH 3. 


4 ADS IN MARCH 17 ISSUE— 
4 ADS IN MARCH 31 ISSUE— 


EACH WILL FEATURE A 
SINGLE CHEMICAL TOOL! 


FEBRUARY! 


FULL-PAGE, 2-COLOR AD IN 


FULL-PAGE, 2-COLOR ADS IN 
FEBRUARY AND MARCH. 


CLIMB ON THE 


STANLEY BRAND WAGON 


Your customers know the Stanley name. They are “‘pre-sold’”’ on Stanley quality. This means 


ready acceptance...easier selling for you. Climb on the STANLEY brand wagon.. 





.and PROFIT! 


THE TOOL BOX OF THE WORLD 











oe 











There are probably a million ways you can make money, 


but we’ve only been able to think of 3,027 


Women think of Ekco/Flint when they’re ready to buy. 
They know the,Ekco/Flint names. They know they mean 
quality on more than 3,000 different products. 

Ekco’s national advertising reaches more women who 
are in their acquiring years . . . women who are 
looking for new housewares to fit their new 
plans . . . brides, women moving into new 
homes, or remodeling their present ones. 
Gift-givers (and receivers!) think of Ekco as 
a beautiful way to say ‘“‘congratulations,’’ 
“happy holiday,” or just plain “thank you.”’ 
This year, big, full-page ads in McCall’s, 
Better Homes & Gardens, Good Housekeeping, 


Want more facts? Circle 120, p. 89 
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FLINT 


Parents, Living for Young Homemakers, House Beauti- 
ful, and Modern Bride are going to make Ekco prod- 
ucts even more popular. More than ever, just the names 
Ekco and Flint will help you sell! 

And Ekco backs you with a host of selling tools. A home 
economist who woman-tests each product 
before it is marketed. A wealth of mer- 
chandising aids. A constant flow of new, 
interesting, quality products. There’s always 
something new from Ekco. 

In fact, by next year we may have 3,127 
ways to help you make money! Why not 
make some now? 


© Ekco Products Company, Chicago, Illinois 1961 
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NEW! EXCLUSIVE ON EMPIRE CAR & HOME WASHING BRUSHES 
A big difference you can see, show, sell! Beats the competition in quality, 
performance, value! Exclusive non-scratching ‘‘Split-Tip’’ Suprene bris- 
tles work like natural bristles. Gets dirt off fast. / Other customer-con- 
vincing features include: all-metal watermatic sudsers, automatic on-off 
valves, unbreakable, non-leaking Cycolac hose connectors, seamless 
tubing aluminum handles, white hi-impact Styrene blocks. / The one line 
you've got to get! SEE IT AT THE NHMA EXHIBIT, McCORMICK PLACE, 
Booths 749-751-753. Empire Brushes, Inc., Port Chester, New York. 
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: Standard Maghietic Can Opener 


from $3.49 


as 


Automatic - Electric Can Opener 


and Knife Sharpener 





Deiuxe Automatic 
Can Opener 
from $6.95 


Wall 
ice 
Crusher 


$7.95 





Budget Can Opener 
from $1.98 
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Automatic - Electric 
Can Opener 


$14.95 


(counter stand extra $3.98) 








Standard Can Opener 
$2.49 


Table 
ice 
Crusher 


$9.95 


Portable Can Opener 


from $1.98 


Portable Knife Sharpener 


$1.98 
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EVERYONE 


LOVES 


4 Sune kay) £ 
She'll love the way 
SWING-A-WAY opens 


cans... electrically, 
or by hand. 





He'll appreciate the ease 
in which SWING-A-WAY 
crushes ice...on the 
counter, or on the wall. 


And, when it comes time to 
sharpen the family knives, 
nothing does it so well 

as the SWING-A-WAY 
Portable Knife Sharpener. 


You can sell more, make more 


SWING-A-WAY 
MFG. CO. 
ST. LOUIS 16, MO. 


in Canada: Fox Agencies, Port Credit, Ont. 





designed to be built in.... 


BATHROOM ACCESSORIES 
RECESSED 
UNITS 


accurate scale folds into wall... 
Saves space prevents tumbles 





For that extra touch of delightful 
luxury and comfort in your bathroom, 
there's nothing to equal the classic styling 
of Hall-Mack built-in accessories. 
Their quiet dignity 








blends harmoniously with 
any decor. . . saves precious space... 
provides extra convenience for 
every member of your family. 
The traditional fine quality of 
Hall-Mack accessories brings lifetime 
beauty to your bathroom .. . 
combines discriminating 
concealment with full utility. 
Accessories make the bath, so 
to be sure to specify Hall-Mack 
when you build or remodel. 








revolving door hides soap, tumbler, 
tooth brushes 


semi-concealr 1 paper holder... 
hinged hood keeps tissue clean, 
acts as brake on roll 


, HALL-MACK COMPANY 
division of Textron Inc. 

1380 W. Washington Bivd., 

Los Angeles 7, Calif. 


Please send your free 
color book'tet on bathroom planning 


SRE Se See 


Se wan ae 
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This Colorite laboratory gives you 
stronger, unconditionally-guaranteed garden hose 


Research. More research. And still more. Al- 
though Colorite now makes the ultimate in gar- 
den hose, the Colorite staff of highly-qualified 
chemists and engineers continually seeks an even 
better product. The result: Every length of 
Colorite hose is, by actual test, always the best 
available, is always the best value for jobber, 
retailer and consumer. 

This laboratory: is only one example of Color- 
ite’s constant quest for better products. Every 
department at Colorite utilizes the most advanced 


methods and equipment in the industry today. 
That’s why Colorite is able to market products of 
the highest quality at the most competitive prices. 


So, when you’re buying garden hose, it will 
pay you to investigate how Colorite means busi- 
ness ... for you. Profitable, full- 
markup business that transforms cus- 
tomers into enthusiastic boosters. 


Get the full story from your jobber 
or send your jobber’s name to Colorite. 


© i. © oe f 4 = puastics, Inc. 


World’s leading manufacturer of plastic products for 35 diversified industries 


50 California Avenue, Paterson 3, New Jersey 


Want more facts? Circle 124, p. 89 A 
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arresting new symbol flags 
“Thermos” exclusive product 
features ... unifies national 
advertising and product 
labeling to 


Pre-Sell 


your prospects at home 


Se lf-, el | 


customers in your store FOREMOST BRAND IN OUTDOOR LIVING... 
INIAYZ: e100] = 10) ma =tc9D) =401 |<) )', = 01 =[0)(61= 


 runn ro OVER ALL OTHERS COMBINED 


*tTrademark of The American Thermos Products Company 


In Outdoor Products, the BIG THERMOS PLUS is quality and convenience. 
THERMOS® Ice Chests and Picnic Jugs hold cold longest with miracle “Positemp” foam 
insulation. Chests require only one-third the ice others use—carry far more food. Jugs 
have wide neck opening for easy cleaning. HOLIDAY™ Camp Stoves and Camp Lanterns 
“by THERMOS®” are efficiently engineered to burn any gasoline—if you run out of fuel, si- 
phon from your car.“ Pop Tents” and “Wing Tents” erect quickly, easily—have no center pole. 


‘ 


' 


, 
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ell the BIG 


..and youll set new 


Today’s outdoor living families want indoor comfort. Today’s family camp- — ee 
ing equipment “by THERMOS” gives them convenience, comfort and style. Modern Kamily Camping — 
In 1962, the BIG THERMOS PLUS symbol identifies exclusive quality “a3 | | 
features item by item. They are featured in a mammoth advertising program 

to pre-sell prospects in their homes. The BIG THERMOS PLUS also appears 

on smart, new product labels to self-sell customers in your store. 

The “THERMOS” Guide to Modern Family Camping. Here’s an important new tool 

to help you make “big ticket” sales of camping gear. Written by Ross McCluskey, auto camping editor of Field & 


Stream, this stimulating, authoritative guide is addressed to modern family campers. It tells how to pack, where 
to go, how to live in the outdoors, what equipment to buy, as well as other authoritative information for campers. 
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SELL THERMOS —- FOREMOST BRAND IN OUTDOOR LIVING...SELL THERMOS VAC 





In Vacuum Bottles, tie BIG THERMOS PLUS is shock-resistant 
Stronglas fillers. These vacuum fillers are made of a specially formulated glass, 
which easily absorbs sudden changes in temperature—either hot or cold. They are 


also harder and tougher—the most durable fillers made. Vacuum bottles “‘by 
THERMOS” are guaranteed leakproof. They also feature a real cup handle, built-in 
filler tip protector—shock absorber, and Triple-Seal screw down stopper. 
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rHERMDS: PLUS 


sales records! 


Today’s quality-conscious families use millions more vacuum bottles “‘by sii 
THERMOS” than all other brands combined...at outings, at picnics, as well ™ = = (© 
as at home, school and work. They want the BIG THERMOS PLUS— S\fonglas 


Stronglas —because it’s amazingly tough and withstands just about everything _FRACTURES 


OTHERS 
that shouldn’t happen to a vacuum bottle. 


And don’t overlook the big market for THERMOS brand packaged replace- 
ment parts: cups, stoppers and Stronglas fillers. Stock up for year-round sales 


and profits! Make your store headquarters for complete customer service. 
*Trademark of The American Thermos Products Company 


ACUUM BOTTLES —DECISIVE CHOICE OVER ALL OTHERS COMBINED! 


Dominates 
Colossal 
Adwertising 
Program 


THERMOS: 


PRE-SELLS IN HOMES 
with 127,000,000 consumer impressions 
in biggest lineup of radio, television and 
magazines ever! 


SPECIAL FOR 1962 

‘Outdoors U.S. A.!’’ on MONITOR in 193 
markets over the NBC Radio Network. 
Produced exclusively for THERMOS, an 
exciting series of visits to outstanding 
vacation centers. Features top NBC com- 
mentators—weekend saturation broad- 
casts during peak vacation time. 


Dominates 
New tie-in 
labeling 


SELF-SELLS IN YOUR 

STORE from shelves, 
counters, aisles. Your customers will 
come looking for BIG THERMOS PLUS 
items—have them ready in good supply. 
Each BIG THERMOS PLUS feature is an 
exclusive product benefit designed to 
ring up big THERMOS product sales and 
profits for you. 


*Trademark of The American Thermos Products Company. 











MAGAZINES 


{ OUR TEACHERS, 004 


RADIO 


NONIT€ 


NBC NETWORK 


TELEVISION 


THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT 
Subsidiary of KING-SEELEY A@$J” THERMOS CO. 





HOUSEWARES MERCHANDISING GUIDE 
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The modern management tools and methods outlined in 
this Guide will help you get your share of the record 
growth the experts see for housewares sales in 1962. 
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Contents 
Housewares—your pacesetter for profit 
Housewares—how to sell more in '62 
Housewares—how to get maximum profitability 
Housewares—how credit opens the sales’ door 
Housewares—how to draw new trade 
Housewares—how to beat discounters 
Housewares—how to use ’em as impulse goods 
Housewares—how to draw women customers 
Housewares—how to create a promotion 
Housewares—how to use other dealers’ ideas 
Housewares—how get the cream of sales 
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Housewares play a vital role 


as the new year comes into view, 


in terms of traffic, volume, 


and profit potential for you. 


ai 
i # 


Signs and specialty 


by James M. Dixon, associate editor 


It’s time to look ahead, particularly at housewares. 

A careful appraisal of things on the horizon, in 
terms of new items, profit structures and stepped-up 
merchandising leads to a basic conclusion: 

Housewares will be a pacesetter for more profit in 
hardware stores if management makes a better effort. 

Most dealers will have to change their attitudes and 
methods in the years just ahead. What are these 
changes’? This Guide is planned to pinpoint them and 
offer constructive ideas to meet the challenges that 
lie ahead. 

This Guide helps set goals and plans to widen your 
housewares’ potential. For each year, as competition 
toughens, more precise planning and controls are 
needed. 

The problems posed by some discounters and catalog 
houses are faced in this Guide. It recognizes that 
while the panic is over, a problem still exists. This 
Guide also points out that independent dealers have 
a substantial market not directly affected by discount 
influences. 

Most of the key business barometers show the mak- 
ings of a bright sales year in 1962. Should any series 
of events set consumers in a buying frame of mind, 
business could reach new records next year. 
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This claim is supported by facts and trends, prin- 
cipally: 

—Going into 1962, three times as many families 
have annual incomes of more than $10,000 than a 
scant 10 years ago. 

—Record consumer assets are waiting to be tapped: 
Cash on hand, time deposits and demand deposits, and 
savings and loan shares. 

—Instalment debt, always a powerful base-factor, 
is far from post-war peaks. 

—A 10 percent gain in the number of families in 
the last 10 years, mostly younger couples with young 
children. 

—Some 1.2 million new homes going up each year, 
maybe 1.3 or 1.4 million in 1962. 

—A gross national product figure in the $550 bil- 
lion annual range as 1962 begins, and it will climb 
upward as the year progresses. Consumer spending 
will account for nearly 65 percent of gross national 
spending. 

In brief: Never have so many consumers had so 
much to spend on functional and decorative house- 
wares. 

And never have housewares been more in the spot- 
light. 





Housewares have grown from an infant, following 
World War II, to an annual $5 billion giant today, 
according to the National Housewares Manufacturers 
Assn. Why? 

There are three basic reasons: 

(1) This is the age of status symbols. 

(2) This is the age of convenience. 

(3) This is the age of throw-away-and-replace. 

In their own way, housewares can have as much 
status-symbol value as a swimming pool or luxury 
car. For inside the home, it’s the furnishings that 
count. Housewares provide the trims to make rooms 
sparkle, to make entertaining easier and more sump- 
tuous, and to bring convenience to all household 
chores. 

Convenience is a prime economic factor in an econ- 
omy such as ours, where luxury is commonplace. 

Household items, once painted only a drab white, 
have emerged in a galaxy of colors and style. They 
are bought as much for convenience and stylishness 
as for utility. They no longer are meant to be hidden 
in cupboards until needed. Such wares now are dis- 
played with pride for all to see. 

And the replacement aspect is a major part of the 
growing sales picture for housewares. 

The frugality of our forebears is disappearing. 
Young moderns are not reluctant to dispose of any 
household item that begins to show signs of age or 
wear. A pot or pan or knife used to be bought to 
serve a generation of usefulness. Today, we don’t 
expect this and, to a point, this is good for the 
economy. 


Wie 


displays combine with deep assortments and good housekeeping to make your housewares section a profit pacesetter. 


Many housewares’ items are left behind when a 
family moves. This is another key factor in the ex- 
panding sales outlook. For every year in this era, 
20 families of every 100 move, either cross-town or 
across the nation. The housewares: Towel bars, drap- 
ery hardware and the like, often stay behind, and 
must be replaced. 

The new-home and remodeled-home market is a 
natural for housewares. Upwards of 2 million units 
fall into this category each year. 

In new and remodeled homes, the extra bathrooms, 
sleek kitchens, laundry rooms, and family or recrea- 
tion rooms make heavy demands on your selections 
of functional and decorative housewares. 

In short, housewares, a $400 plus million annual 
hardware store volume maker, have a big future in 
your store. In fact, this burgeoning market has only 
been dented. Big inroads are going to be made by 
dealers who update their management controls and 
promotions. 





The complete housewares picture... 


This issue covers the housewares market completely, 
with these sections following the Housewares Mer- 
chandising Guide: 


National Housewares Show Preview 73 
NHMA President’s message 74 
Exhibitors 76 
Advertiser-exhibitor list 77 
Floor plan of McCormick Place 79 
Special Buying Check List for Housewares .. 82 
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So, you want to sell MORE 


HOUSCWALES in ee 


Progress comes from planning ahead. That means goals to know if 


you are making the best use of selling space, if your salespeople 


are effective. Here are facts to help you plan your '62 goals. 


There is an ancient proverb to the effect that to 
a ship without a course no wind is a good wind. 

In the same way, a hardware store without a course 
has a more difficult time picking up the favorable cur- 
rents of business to reach its destination of full profit 
potential. The store without a course will veer, like 
the ship, in every direction. Management will not 
know whether it is flowing with or fighting a favor- 
able trend. Management may waste valuable months 
trying to build up a department when that effort 
should have been directed to another section. 

A course for a store can be established by setting 
up goals for each department. Goals show manage- 
ment where departments are to go in sales and profits. 
Goals provide management with a yardstick to meas- 
ure progress. 

Now goals for a department, such as housewares, 
can be set up in two ways: 

(1) A goal based on sales per square foot of selling 
floor area. 

(2) A goal based on sales per salesperson. 

Management must make several definitions to arrive 
at a goal for housewares. 

First, what are housewares in your store? 

Second, how do you divide selling floor space among 
different departments? 

Then, what are the factors likely to influence house- 
wares sales in the market area of your store next 
year? These factors include any changes in buying 
habits of your customers, and trends in housewares 
lines that may be accepted or rejected by your cus- 
tomers. 
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Housewares sales figures in your store over the past 
few years are basic in setting up your short-range 
goal for 1962, and for your longer-range goal. Hence, 
a definition of what is housewares in your store is 
important in comparing sales with those in other 
stores. 

Lamp bulbs, for instance, are considered housewares 
in some stores, electrical in other stores. What about 
fireplace equipment, unpainted furniture, bathroom 
accessories, barbeques, to mention a few other lines? 
These lines may, or may not, be considered house- 
wares. 

The selling space allotted to housewares, in setting 
up your goal, should include all space for displays, 
for storage on the selling floor, plus total aisle area 
within the department and some of the aisles border- 
ing the department. If traffic aisles divide depart- 
ments, the aisle space should be assigned among the 
departments bordering the aisle. 

In other words, the total selling floor space of your 
store, not including office space or the back storeroom 
or enclosed windows, should be assigned to some de- 
partment. 

The figure you use for selling area of housewares 
should be square feet of floor area only. Do not in- 
clude shelf area for multi-tiered fixtures. For in- 
stance, a fixture 2 x 6 ft with four tiers takes up 12 
sq ft of floor space. This fixture is not figured at 
12 sq ft times four, or 48 sq ft of selling area. 

When you have your housewares sales figure for 
last year, and the selling area allotted to housewares 
you can figure your goal in terms of sales volume per 





Your planning and your goals must be 
made on a basis of salespeople or sell- 
ing space. An accurate appraisal of 
both is a good place fo start. 


square foot of selling area. By dividing your sales 
for last year by square feet of selling area you arrive 
at the figure of sales per square foot of space that 
you are doing now. 

Here are some figures to use in deciding i“ your 
volume per square foot is low, average, or high. 

The latest market study of housewares sales in 
hardware stores) shows that in stores with total 
volume of $50,000 or more per year average total 
sales were $130,000. Of this $130,000 about $19,000, 
or 15 percent, was in housewares. Incidentally, indi- 
vidual products included as housewares include lamp 
bulbs, wall and floor coverings, lighting fixtures, closet 
hardware, drapery hardware, and electrical traffic 
appliances. 

As for the size of the selling area, the latest indus- 
try figure, from the Hardware Age Service Study 
Report on Store Modernization, shows an average of 
about 3600 sq ft. This figure‘?) is for all one-floor 
stores and these represented about 80 percent of the 
stores included in the study. 

If it is assumed that the hardware stores in these 
studies allotted selling space in relation to sales vol- 
ume then 15 percent of 3600 sq ft would figure out to 
540 sq ft of selling space for housewares. On the 
basis of $19,000 in housewares sales, these 540 sq ft 
would produce sales of $35 per square foot per year. 

Besides this $35 per square foot figure, there is 


(1) Hardware Age Marketing Assistance Program: 1958 retail 
sales in hardware stores. 
(2) Hardware Age, July 27, 1961, p. II. 


a figure of $47 per square foot for housewares sales 
in department stores‘). 

Here are several facts back of this $47 figure. De- 
partment stores include telephone and mail order 
sales along with floor sales in the total figure. Depart- 
ment stores include in housewares such lines as 
cookware, utensils, bathroom and closet supplies, small 
appliances, cleaning aids, gadgets. Floor and wall 
coverings, for example, would be in other departments. 

In the light of these $35 and $47 figures, you can 
begin to ask some questions about the figure for your 
store in setting up a goal. 

If the figure for your store is materially different, 
or if it does not reflect the sales picture you want in 
housewares, your problem may be one of a goal re- 
quiring more sales volume or of better use of the 
selling space. 

If your housewares department goal requires more 
selling space this brings up considerations of adding 
numbers to lines now stocked, to adding new lines, to 
adding new categories. 

In any event, setting a goal based on selling space 
begins with your annual sales figures and the amount 
of selling space devoted to the department. Now you 
have a figure for sales performance of the department. 
The question then is: Do you want to increase house- 
wares sales? If so, can you do it within the selling 
space now allotted to the department, or will you have 
to increase the space? 

The second goal is based on sales volume per sales- 
person. 

Such a goal is a bit more difficult to set up than a 
goal based on selling space. Some dealers are reluctant 
to even set such a goal. They feel such a goal becomes 
a quota, and that a quota may lead to some serious 
problems. For instance, a salesman may pressure 
customers to make his quota. Bickering may set in 
as salesmen steal customers or get into hassles over 
who actually made the sale and who gets the credit. 

Several figures are in current use as to the sales 
volume expected from salesmen. One figure is the 
$22,000 to $25,000 annual sales per employee that 
comes out of the National Retail Hardware Assn’s. 
annual Retail Hardware Survey. The figure is an 
average per person employed. That takes in non-sales 
personnel such as bookkeepers, delivery men, stock 
boys as well as full-time salesmen. 


Some students of hardware retailing want to 
sharpen the figure of a personal goal, and are talking 
about sales per sales employee only. They take into 
account only full-time salesmen, plus the equivalent 
of part-time sales people, including the owner who 
divides his time between managing and selling. These 
students come up with a figure of $31,000 and up per 
full time sales employee each year. 

Any dealer can take his store total, and divide the 
figure by the total number of employees, or by sales 
employees only, to arrive at present sales production, 
and to start figuring on a 1962 goal. 

Any goal based on individual sales performance 
does become a quota in effect, but such a figure is 
helpful, even necessary, for management. 


(3) Controllers’ Congress, National Retail Merchants Assn., 1960 
merchandising and operating reports. 
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New product training sessions take only moments but pay 
off handsomely in more sales per person and per foot of 


display space. 


How to get 
Maximum Profitability 


from ui 


1 gy, a 


TTR a Ore a 2 
9 Falling. 














‘‘Profitability’’ means measuring profit from every 
angle. Here’s how to get a broad view of housewares. 
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Concentrate on the winners .. . 
.. . for maximum profitability 


Here are the top 10 housewares categories emerging from Hardware Age’s hardware 


market research programs. 


These relatively few major housewares’ lines account for 


some $180,000,000 of the $401,000,000 annual housewares’ sales in hardware stores, 
roughly 45 percent of the total. You'll find it profitable to give at least 45 percent of 
your buying and merchandising time and efforts in housewares to these proven winners: 


Top 10 in 
$ sales 


Lamp bulbs & tubes 


Floor coverings 
Polishes, waxes 
Metal cookware 
Galvanized ware 


Mops, brooms, brushes 
Brushes 
Mops, brooms 


Glass and oven ware 
Wall coverings 
Fireplace equipment 


Ceramic, plastic dinnerware 


No. brands 
sold 


Top 10 in No. 
stores handling 


Mops, brooms, brushes 
Brushes 
Mops, brooms 


Lamp bulbs & tubes 
Sponges 

Galvanized ware 

Step ladders 

Clothes line 

Polishes, waxes 

Metal cookware 
Household, work gloves 


Kitchen tools 


No. brands 
sold 


How to get maximum profitability from house- 
wares? 

Well, if you would make more money with house- 
wares, there’s an axiom that applies: “Go where the 
money is.” That is, put the major effort behind the 
proven winners. 

This is not to say you should ever ignore or neglect 
items that are not among the top ten in sales. But 
apply your principal buying and merchandising talents 
where they will do the most good. 

What are the “proven winners?” 

They are different in every community. Local de- 
mands, climate, and other factors dictate the varia- 
tions. But on the whole, some averages have been 
struck by HARDWARE AGE’S surveys of sales in the 
hardware market, with the figures published last year. 


HA’s surveys show which broad lines sell best, in 
terms of dollars and in terms of number of dealers 
handling them. These are the bedrock staples. This 
information, shown on these pages, serves as a good 
foundation for any dealer who: 

(1) Wants to expand his housewares department. 

(2) Wants to review present assortments with an 
eye to changing assortments. 

(3) Wants to lay the groundwork for stronger mer- 
chandising and promotions next year. 

Naturally, many types of products are staple to 
your housewares’ assortments. Some items are 
“service” lines. They don’t turn over fast, but are 
important to a balanced selection. 

For example, large size fowl roasters are a key item 
in the Fall-holiday season. The rate of sales may 
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Maximum Profitability. .. 


(Continued ) 


drop sharply after Christmas, but you must have 
roasting pans in stock all year for there is a steady, 
if somewhat diminished, call for them. 

Then there are many day-to-day staples that never 
seem to cause much excitement, such as household 
sponges, but provide a steady income. 

There are best sellers that could not make any 
staple list, because they are like Roman candles. They 
blaze brightly but for a little while, then fizzle out. 

Finally, there are the items that bog down your 
dollars and turnover. These are the duplicate lines, 
novelties, fringe merchandise that never should have 
been stocked in the first place. 

The list of best sellers on these pages also contains 
a reference to the “average number of brands sold.” 
You will note that it is a figure of one or two in most 
cases, and never more than four in the lines of widest 
assortments. 

Yet, some dealers insist on offering six kinds of 
cutlery and three or four types of household brushes. 

Why? Probably because they never have tried to 
analyze their housewares for maximum profitability. 


Your four basic ingredients 


Maximum profitability comes into closer focus when 
you analyze its four basic ingredients: 

(1) Tight control of basic-basic staples, the top 
sellers, to kill lows and outs. These are the lines 
that cement the department together, and can gain or 
lose you more traffic than any others, depending on 
how you manage them. Floor wax is a basic-basic 
staple. 

(2) Equally tight control of the second lines. These 
are staple items that can be called basic, but gen- 
erally are tie-in or accessory items to the basic-basic 
staples. A wax applicator is a second line, or basic 
item. 

(3) A wariness of buying duplicate, fringe, and 
novelty items. When in doubt, say “NO.” Analyze 
your current inventory. Find ways to weed out these 
non-staples. 

(4) An open mind toward new items. That is, an 
eagerness to try new items that would fall into basic 
or basic-basic staple categories, if they were to catch 
on. Ceramic knick-knacks, for example, would seldom 
fit this thinking. But a new kind of cookware or 
household cleaner has staple possibilities. 

If you’re going to try new items, make your de- 
cision and move fast. Get the cream. The last article 
in this Guide treats this subject separately. 

New items are the spice to your housewares sec- 
tion. You need a sprinkling of new items, properly 
signed and displayed to catch the eye of every browser. 

New items, if merchandised before they become 
commonplace, offer big traffic and profit potential. 
Recent example: Teflon coated cookware. 

Dealers who do not reserve some buying dollars to 
cover new staple merchandise will sit on the sidelines 
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Maximum profitability—a case history 


MOST SALES 


Many years ago, one of our new employees 
told me the reason that she had no luck with 
suggestion selling was, ‘‘! don’t try. | don't be- 
lieve in suggestion selling. When | go into a 
store for some specific item, | resent having a 
clerk suggesting other items in which | have no 
interest.”’ 

So | had a problem. 

It was in the late 1930’s and we were fighting 
for our business life. Good help was available, 
and if any salesperson failed to ring up a few 
extra sales, they were reminded of that fact. 
And you can be sure that on the morrow they 
had some extra business. 

The young lady had all of the attributes oi a 
good salesperson. It was up to me to prove to 
her that my theory of selling was right, and 
that | could prove my point if she were willing 
to try. 

Here is the proposition | gave my salesgirl, 
Mabel. “If after a trial | prove to be wrong, | 
will buy you a new Easter bonnet. If | am right, 
| win a good cigar. 





while other outlets skim the cream off of the market. 
Of course, there’s a bit of risk in promoting new prod- 
ucts. But you wouldn’t be in business if you were 
frightened of an occasional risk. 

Every issue of HARDWARE AGE offers scores of new 
products for your consideration. 

Maximum profitability also leans heavily on credit 
selling. 

A revolving credit or other time-pay plan makes 
selling 100 percent easier. It also can return a big 
reward in service charges which often contribute as 
much to net profit as the sale itself. 

Dealers who are minus credit as a sales tool are 
ignoring one of the biggest sources of net profit, and 
are a long way from maximum profitability, no matter 
what other steps they take to boost volume. 

There are other key factors in any consideration of 
maximum profitability. All deserve thorough, unending 
attention: 

—Discounts, for pre-season buying, prompt pay- 
ments, quantity buying, and special deals (baker’s 
dozens, etc.) that are offered from time to time. 

—Extras that ad value to staples: Free or part-paid 
display units, live demonstrators, merchandise sam- 
ples, and other in-store promotion aids. 








PEOPLE CAN SELL MORE 


by Herman Johnson, Retired dealer, Duluth, Minn. 


“Tomorrow,” | said, ‘‘we are going to put my 
theory to work. To every male customer of 
shaving age that buys anything from you, | want 
you to say: ‘By the way, how are you fixed for 
razor blades?’ That’s all. And it won’t do any 
harm if you throw in a nice smile. 

‘If anyone objects, all you have to do is tell 
me. From that time on you will never, never 
have to suggest anything to anyone again. How 
about it, is it a go?’’ 

Mabel said: ‘‘You’re reasonable. | will try.” 


| said: ‘“‘That’s all | ask, Mabel. Just try.”’ 
We agreed to note her.‘‘extra’’ sales on the 
bottom of her daily sales sheet. 

That night, | checked Mabel’s sheet. And lo 
and behold, she had sold $1.75 worth of blades. 
| was thrilled, and the following morning we iad 
a small conference. 


‘Tell me what happened, Mabel,’’ | asked. 
‘You did real well. Did anyone resent your re- 
minding them of blades?’’ 


Mabel was honest. ‘No, Mr. J., they did not. 


And do you know, several of the men went on 
to buy some other things.’’ 

‘‘Mabel,”’ | explained, ‘‘This is what you ac- 
complished yesterday. You sold $1.75 worth of 
additional business that would have gone else- 
where. Moreover, some of the men who bought 
blades probably never suspected they could find 
them in a store like ours. But more important, 
you might well have created permanent cus- 
tomers for the future. 

‘“Now then,” | continued, ‘‘suppose that each 
salesperson yesterday, and there were five of 
you, had sold just $1.75 worth of extra busi- 
ness. The total for the day would have been 
$8.75. Let’s multiply that by 300, the days 
we're open in a year. 

‘‘The year-end total would be $2625. That 
extra business helps heal the wounds when we 
have a blizzard, or a rainy day, or an extremely 
hot day when customers don’t get out. Now | 
hope you understand the magic of the few words 
it takes to make a suggestion to every cus- 
tomer.”’ 





—Advertising allowances; co-op dollars that reduce 
your overhead. 

When a salesman calls on you to explain a special 
offering on a basic-basic staple or secondary lines, 
listen hard. Here’s where maximum profitability 
comes strongly into play. A baker’s dozen deal, 10 
percent co-op allowance, or pre-season dating terms 
means extra money on the right side of your balance 
sheet. And on an item or line you will not be stuck 
with. 

When deals are offered on a new, untested product, 
listen just as hard, but be very cautious. You can 
be stuck with such products. Your rule of thumb 
must be: 

Buy the item because it is sound, not because it is 
packaged in a glittering deal. 

For example, take a floor wax with a new “magic 
XYZ base.” 

“It can’t miss,” says the salesman. “Ads in all the 
leading consumer magazines,” he says. He offers a 
$2 per carton ad allowance. 

Now, if you buy the allowance, although unsure of 
the product, you may be buying trouble. You may 
spend many valuable dollars that could buy needed 
staple lines to have the advantage of some free ad 


money. Then you may spend a year unloading a prod- 
uct which does not click. 

Again: DON’T buy a deal, buy a product. 

Maximum profitability also depends heavily on 
people. 

Salespeople tend to shy away from slow sellers, new 
and untested products, and many higher priced, bet- 
ter quality lines. They consider these items hard to 
sell. Yet, often these are the very products that are 
best in terms of maximum profitability. 

How to make salespeople perk up? 

Spiffs and P.M.’s are the most common method, 
and maybe the best. Nothing stimulates interest like 
a little extra cash. 

Good signs that point out quality features or special 
values give all salesmen a head start on their sales 
pitch. A good traffic location for displays is a prime 
ingredient for more sales and profitability. Anything 
that draws attention to the product will boost its 
sales. 

The value of eye-level displays is proved in super- 
markets. Here, many suppliers pay for prime position 
on shelves, practically on a rental basis. They know 
that catching the consumer’s eye is the biggest part 
of making any sale. 
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No credit? No sale! This is the thinking of many 
consumers these days. 

Credit, with good management and aggressive pro- 
motion, can double your housewares business. This 
has been the experience of many dealers who have 
broken away from cash selling. 

Credit sales account for 40 to 50 percent of today’s 
hardware business. That figure will probably continue 
to rise. Dealers seeking sales gains should look first 
to credit as a basic ingredient of merchandising. 

Until recent years, couples preparing for marriage 
looked ahead to some lean years. Buying a house and 
car, and endless appliances so common early in mar- 
ried life today, was a dream, far away in the future. 

That was before credit was accepted as a basic 
means of getting the necessities and luxuries of life. 
Now, some 1% newly-wedded couples enter the market 
each year. Many of them want, and get, new homes 
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and basic home furnishings soon after they’re mar- 
ried. 

Modern youngsters don’t shun credit as_ their 
parents might have. It has become a natural way of 
living and budgeting. 

To dealers like you, credit is the one biggest way 
to boost profit in the years ahead. Dealers who offer 
time pay will find newlyweds a steady source of traffic. 
Dealers who don’t will miss much of this prime source 
of new business. 

An examination of the statements of dealers using 
credit will show that in recent years an increasingly 
larger portion of profit comes from credit, while in- 
come from cash sales often is on the decline. This 
is the result of price competition. Thus credit’s role 
is considerably enhanced, especially in the light of 
continuing price cutting. 

For example, profits based on sales in hardware 
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stores in 1960 averaged three-fourths of 1 percent, ac- 
cording to National Retail Hardware Assn. figures. 
Yet, in stores that promote time-pay sales, net profits 
of 2% percent and more are common. This profit can 
be traced largely to income from service charges. 

How can a store that never has had credit, or has 
stuck with 30-day accounts, get the ball rolling? 

It takes much planning and promotion to get started 
with a new credit plan. And it takes a liquid financial 
condition for a dealer to handle his own credit paper. 
Banks and finance companies can ease this require- 
ment, but income and traffic are reduced when the 
credit paper moves out of the store. 

Without a doubt, the most successful user of budget 
terms in the world is Sears, Roebuck & Co. One of 
every five or six American families has an account 
with Sears. Close to half of Sears’ sales of some $4 
billion this year will be on credit terms. 


tovolume 


.... Consumers aust 


have credit to keep their 
budgets workable in this era 


of keeping up with the 
Joneses. Credit gives you a 
natural advantage over 


‘““cash-only’”’ competitors. 


Budget terms are a customer convenience which, 
like all services, has a price tag. Dealers are entitled 
to a reasonable profit for the use of their invested cap- 
ital, and for the cost of maintenance of a credit system. 

Average budget accounts are based on a 6 to 10 
month repayment period. The simplest method of 
handling these accounts is to set limits at even 
amounts in the $50, $100, $200 range. 

Customers select the range, which is usually a little 
higher than their immediate need. A customer who 
wants to buy $85 worth of power tools will likely re- 
quest the $100 account. This gives the dealer $15 more 
potential than he would have if the precise amount of 
purchase were the amount of the credit limit. 

The usual carrying (service) charge for this type 
of account is 14% percent per month, figured on the 
unpaid balance as of the date of payment. This gives 
dealers up to 18 percent income on the sale. A $100 
power saw that costs $75 thus may return more than 
$40 gross profit, instead of $25. 

This in a nutshell is the best argument for credit. 
And it is especially true of housewares, for housewares 
carry better than average initial margins. 

Stores selling big-ticket housewares such as appli- 
ances and built-ins may have to offer a more extensive 
time-pay program. This thinking also applies to 
housewares selling where many small items may be 
lumped into one big total sale. 

More time may be needed for the average customer, 
to keep payments within the limits of his budget. A 
contract of 24 months’ duration is accepted by most 
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dealers as a reasonable pay-off period for such budget 
contract sales, as they are called. 

These budget sales are entered into on a conditional 
sales contract form, which you can draw up with the 
help of an attorney. Your contract must conform to 
varying local codes. Title to merchandise sold on a 
conditional contract remains with the store until the 
last payment is made. 

Service charges on budget contract accounts are 
usually a little less than on straight revolving ac- 
counts, usually about 1 percent per month on the bal- 
ance due. This returns a sizeable profit because of the 
larger sale price itself. 

Both budget credit and budget contract sales agree- 
ments should be open-end accounts. This means cus- 
tomers are encouraged to add to their accounts, at any 
time the amount due is less than the original amount 
agreed to. 

For example, a customer who has a $150, 10-month 
budget credit account is paying off $15 per month 
plus service charge. When his balance is $90, he has 
a spendible reserve of $60. This is the difference be- 
tween current balarce and original limit. He has pur- 
chasing power, yet he need not face red tape or an 
increase in monihly payments. He merely resets his 
balance. 


How would credit influence sales? 


The same is true of budget contract accounts, only 
the limits on time and dollars are higher. 

Wise dealers steadily review the status of their ac- 
counts. When customers develop significant spendible 
balances, they are notified of the fact and encouraged 
to come in and buy without red tape or increase in 
payments. 

What effect would a new credit policy have on your 
volume? 

Many stores report that they increase sales, particu- 
larly in housewares, as much as one-third or one-half 
in the first year after starting credit sales. 

There is not only more profit from sales of the mer- 
chandise, there is added the big extra income from 
service charges. And credit encourages bigger unit 
sales, more tie-ins, more traffic, and less price hag- 
gling. 

It is obvious, even allowing for the expenses of 
mailing and bookkeeping, that 1 or 1% percent per 
month in service charges is going to net upwards of 
10 percent per year on total credit sales volume. 

Thus, if you can get credit sales humming in the 
$10,000 a year range, you can expect a plus income 
well in excess of $1000. 

Every new account begins with a credit application 
form. It can be one of your own design (see sample), 
and printed very cheaply. Or, you may order them 
from any large stationery house. 

Be certain that your application form states all 
terms, and specifies collection proceedings and fees 
should the customer fall delinquent. Be sure that cus- 
tomers understand the service charges, limits on ac- 
count, monthly payment schedule, and total time for 
repayment. 

Each application should be carefully screened. The 
better you check accounts, the fewer will give you 
collection problems later on. Normal delinquencies re- 
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Last Name Middle 





Sask Adérees 





Residence How Long 





Former Residence How Long 





aes Age 





Employed By 








hk 


No. Depend 





Wife's Occupation 





Owns Real Estate Located at 





Rents From 





Name & Address of Nearest Relative Not Living With You 








The above information is for the purpose of obtaining credit and is war- 
ranted to be true, In the event the account opened hereunder becomes 
delinquent, and said account is placed in the hands of the collector or an 
attorney to enforce its payment in whole or in part, and whether or not 
legal proceedings are instituted, we do jointly and severally promise and 
agree to pay a reasonable attorney's fee and all costs of collection not 








mae to exceed twenty-five (25%) per cont of the balance owing, 





_— 


This simplified type of credit application gives you all 
needed information. It can be bought from any large 


stationery house, or printed to your order. 


sulting in bad debts are far below 1 percent of total 
volume when screening is adequate. 

You can check applicants yourself, by running down 
personal and business references. Or, preferably, you 
can pay in the neighborhood of $1 for a more thorough 
check by using the services of the local credit bureau. 
Adverse data about applicants is more likely to be un- 
covered by a professional agency. 

Forms such as sales slips, ledgers and statements 
may be purchased as standard forms in any stationery 
store. Or, you may have a printer run them off to 
suit your needs. 

When you order forms for credit, remember also to 
order brochures printed for promoting credit. These 
may be used as handouts or mailing pieces to get the 
word around and help develop your first block of time- 
pay accounts. Collection letters are also something to 
think about, for even with tight screening of appli- 
cants there will be minor problems. 

The average customer prefers that the store making 
the sale also handle the financing end of the sale. 
These customers like the open-end feature of a revolv- 
ing account, and they know that in time of stress they 
may expect a more sympathetic hearing from their 
hardwareman than from a banker. 

For increased sales and profit in housewares, credit 
has no peer. No other aspect of modern merchandising 
has the popularity and potential of the pay-as-you-use 
sales pitch. 





ae 
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A nation on the move: About 20 percent of the popula- 
tion relocates each year. This hurts or helps business, 
depending on how you handle it. 


There are many ways to 


draw new trade 


Housewares offer many approaches to draw new trade, some of which are outlined here 


to get you thinking along the lines of fresh merchandising ideas of your own creation. 


New trade is the life-blood of all hardware stores, 
whether old or newly-established. 

Why? 

About 20 percent of the population of this country 
moves once a year. So, a sizeable chunk of your mar- 
ket is steadily draining away. It must be replaced, 
if only to keep volume on a par with last year. 

In your community, the replacement factor may be 
higher or lower than the national average. But, no 
matter where your store is located, you can be sure 
that it is a factor to be reckoned with. 

Think back. How many faces of regulars are miss- 


ing from your daily traffic? Have you been wondering 
what happened to the Browns, or Evans, or Bennetts? 

Chances are, they aren’t buying somewhere else. 
They may have just quietly moved away, and they 
must be replaced if you are to keep even with last 
year. They must be replaced and then some, if you 
plan to show sales gains. 

With the right kind of management and promotion, 
housewares are a natural draw for this new, replace- 
ment trade. 

Why? 

There probably are more new and improved items in 
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DRAW NEW TRADE ... 


(Continued ) 


your housewares section than any other in the store. 
There’s a constant flow of new functional and fancy 
wares, items for various age brackets, and prices for 
every purse and occasion. 

In your housewares section, there is something for 
every buyer. But this is a message that has to be 
told and retold in advertising and in-store promotions. 
The idea of depth and breadth of stock, when effec- 
tively sold, builds you an image that is invaluable in 
getting new and repeat trade. 

Since the best source of new customers usually is 
new residents (and they have the most needs), partici- 
pation in the Welcome Wagon plan, or one similar 
seems a good place to start as a point of contact. 

Similarly, this sign “New in town? visit us for the 
best selection of housewares to be found,” will be put 
to use profitably in windows and all advertising. Re- 
member, 20 persons in 100 move each year. 


New-resident promotions need displays 


Good selections of the merchandise most needed for 
setting up housekeeping are a logical backstop to new- 
resident promotions. For example, big displays of 
items such as assorted lamp bulbs, drapery hardware, 
mops and pails, cleaning sundries and the like are 
typical. There’s a lengthy list of such items. 

There are many other sources of new trade. 

Women’s clubs, fraternal organizations and the 
like offer new sales -potential of wide proportions. The 
way to start them coming to your store? Many dealers 
find it profitable to have special party nights for such 
groups. 

That is, a group is offered its own special and ex- 
clusive night at the store. Only its regular member- 
ship is allowed to participate. The store provides coffee 
and doughnuts or other refreshments, and agrees to 
rebate the organization a cash amount (usually about 
10 percent) of gross sales. 

Thus a club can have a private merchandise showing 
and raise money for the club treasury at the same 
time. 

Dealers who try this idea find that spicing the affair 
with live factory demonstrations, small give-aways 
and door prizes, and the like boosts attendance and 
volume. 

Another promotion that works: Special how-to 
clinics and product demonstrations. 

Women will respond to a well advertised demonstra- 
tion of a new steam iron, pressure cooker, or kitchen 
gadgets. Many housewares items lend themselves to 
such demonstrations. A request to your suppliers or 
to the factory direct will bring you these demonstra- 
tors, and usually without cost. You must agree to 
stock the items being demonstrated, and you must 
solicit your demonstrators well in advance of any spe- 
cial sales event. For example, if you wish to stage a 
sales carnival in March, it would be wise to get your 
feelers for demos out now. 

Many dealers tie-in demonstration clinics with other 
merchants. That is, rolls or buns may be supplied by 
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the local bakery. Its payment is in the form of a 
sign: “Donated by .. .” A supermarket may offer to 
supply coffee or the makings for waffles, etc. These 
extras hold down costs and improve your sale. 

Coupon specials, as a part of regular newspaper and 
broadside ads, have become a strong weapon for new 
trade. 

Low-priced items, $1 or under as a rule, are marked 
coupon special. They are bought in quantity and sold 
at virtually no profit to lure bargain conscious cus- 
tomers who might not find their way to your store 
otherwise. 

Your display windows offer much potential in get- 
ting new trade. 

Should you doubt the value of your windows, stand 
outside your store and watch the parade of passers- 
by. You will recognize perhaps 10 of 100 pedestrians. 
Even fewer, on an average, will pause to glance at 
your windows, or stop to study them. Yet there they 
are, passing your store every day and perhaps never 
actually seeing it. 

How you go about stopping them with eye-catchers 
and getting them to come through the door is up to 
you. It can be done. It all depends on the methods. 

A Wisconsin dealer put a baby lioness in his window 
and jammed traffic on Main St. A Connecticut dealer 
hired a midget to demonstrate a steam iron on Sat- 
urdays and got a free write up in the local press. 


How valuable are display windows? 


Some dealers fill windows with count the bean con- 
tests. Others use trophies and awards for lures. Still 
others find antique appliances and kitchen equipment 
are traffic magnets. You are limited only by your 
imagination as to what innovations are good for you. 
But this is certain, the trade has got to find your win- 
dows stimulating before it takes that magic step 
across your threshold. This is why many magazines 
feature pretty girls on the cover, and why banks have 
facades like a fortress. 

It is a question of establishing an image. Your tar- 
get here is to create the image that something is al- 
ways happening in your store. 

Inside of your store, the image must be maintained. 

If you want to hold onto the new customer who is 
inspecting you and your store for the first time, there 
are certain musts: Cleanliness, well balanced display 
arrangements, courteous employees, good lighting... 
the many things that enhance a store’s image. 

If discount competition is a problem, you would 
do well to sweeten up your regular displays with bar- 
gain-price signs that suggest you offer big values, in 
addition to your many normal services as a dealer. 

If heavy traffic is the result of an advertisement, 
be sure that advertised items are stockpiled and 
signed, and located to find easily. If you’re promoting 
demonstrations, make sure your demonstrator is on the 
job at hours specified, not out for coffee or otherwise 
disappointing the trade. 

When you get a customer that is obviously in your 
store for the first time, make a fuss over him. Write 
down his name. Make him feel as though you want to 
know him better and help him with his problems. 

The rewards for this effort are mighty. 





Popular products become better traffic makers when 
bargain prices are played up in large signs and special 
sale tags. 


How to beat discounters: 
MERCHANDISE housewares 


You don’t have to join 'em because you can’t beat ’em, but you can take a few 


pages out of their book to recoup traffic and dollars you've lost to discounters. 


There is nothing new under the sun. 

Forty years ago rumor had it that catalog houses 
would kill off hardware dealers. Twenty years ago 
doom merchants were crying that cut-rate houses 
would spell the end of the retailer. 

Today, hardware dealers are about to top the $3 
billion annual sales mark. This is far and away a 
better volume figure than existed 20 or 40 years ago. 

Today nothing has really changed except the words. 


The words are now “discount house,” but the concept 
is so old it has whiskers on it. A terrific job of public 
relations has been done, and discount has become a 
household word. 

Old-line dealers fear the word. Shoppers stand in 
awe of it. Suppliers are lured by it. Too few have 
delved deeply enough into it to measure its scope, and 
its strengths and weaknesses. 

Many modern discount houses have but one basic 
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MERCHANDISE 
HOUSEWARES ... 


(Continued ) 
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strength. They use this strength as subterfuge for 
sometimes devious selling methods. Their secret is a 
simple one, and it’s especially workable in your house- 
wares department. 

The secret: Leader prices on carefully selected 
brand-name items. 


Why pinpoint housewares? 





Because most housewares carry a big enough initial 
profit margin to permit scattered markdowns to create 
a bargin atmosphere, or image. And because house- 
wares are a key line for women customers and repeat 
business. 


You owe it to yourself to visit some discount houses 
with a particular purpose in mind. Make special note 
of the big bargain signs on some branded items. You’ll 
find two things. 

First, that many of the quoted list or original prices 
never have, in fact, existed. 


Second, that for every genuine bargain in branded 
goods there may be dozens of off-brand items, or im- 


ports, or slight “seconds,” to take up the slack in profit 
margins. 


The secret: A blend with bargains 


Of course, the second rate lines are well blended 
with first quality items on display. The hope here is 
that the buying fever will extend to cover the not-so- 
cheap products. It usually does, at least until customers 
begin to realize that the minute they drift to un- 
familiar trade names, they’re taking chances they may 
regret. 

Most customers are not trained shoppers. They 
know price ranges and values on only a comparatively 
few basic items. 

The trained or professional shopper, on the other 
hand, will quickly spot those price comparison claims 
that are fictitious. 

It follows that no large store, with modern appoint- 
ments and big overhead because of them, and high 
rent, can show a profit on a gross margin in the 10 
percent range. When normal $14-cost items are retailed 
at $15.44, you can bet your boots that the slack is being 
picked up on many other items not so well known. 

The whole complexion of discounting has changed, 
almost overnight, and there’s the rub. 

In the days when many discounters were housed in 
flimsy run-down buildings and used crates for dis- 
play stands, margins were low across the board. Turn- 
over was up, and overhead way down. Item selection 
was narrow, confined mostly to top branded lines, 
whenever they could be bought either direct or from 
wholesalers. 

Today, many discounters are big, and they are 
plushier than many department stores. They pay big 
rents in new shopping centers. They pay above mini- 
mum wages. They pay for services that gradually 
are evolving to keep them more competitive with 
nearby department stores. 

These things do not materialize from margins of 
less than half (if we are to believe the ads) those 
enjoyed by old-line, full function stores. 

Money spent must be earned. If overhead runs 20 
percent, margins must exceed 20 percent. Perhaps 
this is why some older discounters, formerly called 
“fast pay” by wholesalers are now labeled “slow-pay, 
60-90 days.” 

This also is true of many new discount houses. They 
are slow-pay from the start. Their principal competi- 
tion is from other discounters, for they all concen- 
trate in thickly populated areas. They must to sur- 
vive, and competition keeps profits down. 


In a nutshell: A few real bargins, in limited quan- 
tity, are but a come-on in many large discount stores. 


The lure is camouflage for much merchandise, ques- 


tionably priced and sold on impulse. 

Here’s where you can take a page out of the dis- 
counter’s book, but without changing your total op- 
eration in housewares. 

You, too, can use the same lure, but without the 
trap. That is, it will not be your hope to sell hurried 
customers several second or third rate products for 
every bargain he finds in your store. Your bargains 
should be bargains, but the other impulse goods that 
sweeten the sales will be first line hardware at reason- 
able prices. You will never bear the stigma of “taking” 
the customer because he knows no better. 

The right kind of bargains sprinkled about your 
housewares section create an image in customers’ 
minds, the same way it’s done in the discount house. 
But these bargains have to be treated the way dis- 
counters treat them. That is, with big, bright signs 
for all to see. Remember, a loud trumpet can carry 
a weak brass section. 

When the trade comes in to buy bargains, other 
hardware at regular prices becomes impulse merchan- 
dise, without fake price-comparison tickets. 

Traffic is the wedge. With traffic, sales usually take 
care of themselves in a store with wide stock assort- 
ments and orderly displays. 

Further, you need to advertise your bargains. Shout 
‘em loud for all the trade to see. Bargains pry the 
family away from TV and home comforts for a shop- 
ping trip. Bargains are the best wedge for traffic in a 
store striving to build an image. 

Food markets do it. A sale on eggs moves a lot 
of bacon and ham at full prices. 

Discounters do it. 

Department stores do it. 


How to sell the staple merchandise 


For every advertised bargain or “special buy,” there 
are hundreds or thousands of full-margin staples 
brimming from the bins. These staples sell in direct 
proportion to the amount of traffic your bargains 
stimulate. 

Try the philosophy. Take, for example, a popular 
item such as a mop or bucket, or both. Whittle the 
prices so that they are obvious bargains. Use a big 
sign in a key traffic location. Also play up the special 
in your next ad. 

You’ll sell more mops and buckets than ever before. 
Of course, some of your bargain-seeking customers 
won’t look at or buy any thing else. But a majority 
will buy some related or unrelated product before 
they leave your store. In total, the combined profit 
on bargain and non-bargain unit sales may be a shade 
lower than former full prices. 

Bargains, and the increased overall sales activity 
they create, are a stimulant for turnover. When 
turnover is higher, profits leap-frog. It soon becomes 
evident that a 25¢ profit made four times is better 
than 35¢ profit made twice. 

This is how many discounters have managed to 
beat out their competition. Two, indeed, can play the 
game. 
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Bright, well located displays of impulse housewares can boost sales. 


Keep displays fresh and colorful. Change housewares contents frequently. 


OUSEWAIES... 


Ideal for impulse displays 


“Obey that impulse!” urged the psychologists of a 
few years back. And when that impulse is to buy 
housewares, chances are the canny hardware dealer 
has subtly planted that impulse in the shopper’s mind 
by eye-catching displays, strategically placed and dra- 
matically highlighted. 

Housewares are just about ideal for impulse dis- 
play. Many gadgets, for example, are low-priced so 
they don’t add much to the total bill, as supermarkets 
have so profitably learned. Most housewares are 
either bright and handsome in themselves or are so 
packaged by manufacturers to build up their eye 
appecl. 

Housewares are also useful, functional, so that the 
impulse to buy them can be logically justified in the 
shopper’s mind and budget. 

What are the ingredients of impulse selling? Why 
do people buy on impulse? 

Visual appeal and a reminder about something 
needed, or thought to be needed, are the reasons for 
most impulse sales. Timing, too, is important. Even 
when luxury items are involved, the display and mer- 
chandise may strike a responsive chord at that mo- 
ment to clinch the sale. 


Sizes and shapes may vary greatly 


The size of the impulse display isn’t always the 
major factor. Small display islands, well placed in the 
flow of store traffic, can move merchandise way out 
of proportion to their size. The display may be square, 
round, oblong or triangular, but it should be able to 
hold impulse items varied in size and shape. Multi- 
tiered displays offer a simple means of exhibiting dif- 
ferent articles, such as carded items hung on hooks. 

Permanent displays are best. Keep them fresh 
and varied by a new paint job every so often and by 
constantly changing the impulse items displayed there. 
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This way the display doesn’t get overlooked by regu- 
lar customers who become so familiar with it they 
don’t really see it. Remember, this kind of display 
is ideally suited for seasonal merchandise, too. 
Some hardware stores have been remiss in taking 
advantage of impulse selling techniques. The nation’s 
chain, grocery, drug, variety and department stores 
pride themselves on their impulse sales records. In 
hardware stores, impulse buying lags behind by nearly 
40 percent on the average when compared to chains. 
In many chain stores impulse sales account for as 
much as 70 percent of total sales, while surveys of 
hardware dealers have disclosed some get as little 
as 5 percent of their total from this potentially rich 
source. The nation-wide average for hardware stores 
is a mere 20 percent, a long way from 70 percent 





in an area where there is much room for improve- 
ment. Housewares can help boost that average. 

The increasing trend to self-service further en- 
hances impulse sales potential. A customer handling 
an item is three-quarters sold already, most dealers 
believe. Attractively packaged, easily accessible goods 
appeal to a steadily growing segment of the hard- 
ware store’s patronage—women customers. Ignoring 
them by failing to cater to their preferences is cost- 
ing hardware dealers untold millions of dollars every 
vear. 


Women are not the only impulse buyers 


As far as the women are concerned, housewares 
and impulse sales go hand in hand. But it would be 
a mistake to dismiss the man of the house in this re- 
gard. Dad is taking a bigger part all the time in the 
culinary department. What with barbecues and cook- 
outs gaining steadily in popularity, nearly every man 
considers himself a chef in the making. Cooking uten- 
sils, barbecue accessories, cookout gadgets, all have 
as much appeal for the man of the house nowadays 
as for the lady. 

Surveys from hardware dealers reveal that more 
than half of them believe most impulse items fall in 
the under $5 grouping. Such low individual prices 
make for multiple purchases to boost the total sale. 

Despite the under $5 generality, dealers should 
never rule out the possibility of selling big ticket 
merchandise on impulse. The right display in the 
right place at the right moment may move a customer 
to buy a $150 appliance. The elements of display, 
timing and placement, when properly arranged, can 
trigger the right response for big ticket impulse 
sales as well as smaller ones. 

As for placement of displays, placing can be as 
important as what is displayed. For one thing, even 
an outstanding display must be seen to be effective. 
Also, to take advantage of the principle of associa- 
tion, place impulse items on display near tie-in prod- 


ucts, such as cooking utensils near traffic appliances. 

To create an illusion of depth for colorful shelf 
displays of housewares, you can place a mirror be- 
hind the shelves and highlight the display with plenty 
of light, white or colored. Make the shelves low enough 
for convenient handling and inspection. Impulse items 
must be seen and handled to exert their pull on cus- 
tomers. 

Price-marking all impulse items is another vital 
point to remember in setting up displays. The pack- 
age and setting may be appealing, but if no price is 
clearly indicated, you still may lose the sale because 
of this one omission. 

It can’t be stressed too often that just about every- 
thing dealers stock in their stores is a candidate for 
impulse selling when it is attractively packaged, dis- 
played, priced and highlighted so that it can be seen 
and examined by customers. Make certain that every- 
one coming into your store has to see your impulse 
displays. 

One of the best ways to do this is to place a display 
of such items near or actually on the checkout counter. 
Even ordinary displays often are made big sales boost- 
ers by proper placement. 


Impulse displays need traffic location 


Displays located near the entrance so that all cus- 
tomers must pass and see them can put them in the 
impulse mood often when they may be coming in just 
for a light bulb or a washer. A handsome housewares 
display at this strategic point also can serve to re- 
mind new customers that your store handles more 
than hardware staples. 

For some shoppers, the massive, jumbled type of 
display is an irresistible magnet. It spells treasure 
hunt to them. They start digging through the pile, 
more often than not tossing one or two items into 
their shopping cart or bag. Assorted baskets, and 
gadgets, fit this scheme well. 

The smaller housewares articles lend themselves 


Artful displays of houswares 
such as gadgets are as inter- 
esting to men as women and 
they build impulse sales. 


well to off-beat pricing, too. Such price-plugged bar- 
gains as the 77-cent item or the 2 for $1.09 articles 
catch the bargain hunter’s eye and an impulse sale is 
born. To keep impulse sales on the higher priced 
merchandise alive, displays of such goods should carry 
information about credit or layaway plans available. 

Impulse displays should always put the store’s best 
foot forward. They are not the place for frayed, dirty 
or shopworn merchandise that you may want to un- 
load. Keep impulse displays and their contents fresh, 
clean and handsome and unload the “dogs” some other 
way. Don’t tarnish the reputation of your impulse 
displays for a one-shot deal. The customer may be 
stung once, but he won’t be a repeat customer. 
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nOUSeWares are 


YEAR-ROUND 
GIFTS 


Do you consider housewares your most basic gift 
section? If not, it will pay you to review your full 
housewares line with an eye to its full gift potential. 

Housewares are practical and welcomed gifts. For 
what would be a better gift than one which is modern 
in design and color, saves work, or adds to convenience 
and comfort? 

These are some of the advantages, which house- 
wares offer, that many of your customers think about 
when planning to purchase a gift. This is also why 
housewares can be the pacesetter of the modern hard- 
ware store. 

There aren’t any figures available to show exactly 
what percent of housewares sales in hardware stores 
are gift sales, but you can be sure a significant number 
can be attributed to this. 

However, your current housewares-gift volume is 
not what will make housewares the pacesetter for your 
store. It is what you add to this volume in the future 
that will count. 

The first and perhaps most important step in making 
housewares the pacesetter is to realize that while many 
of your customers shop your store for housewares 
for practical and well-received gifts, not all, and 
possibly the majority, do not. 

The reason is not because these customers dislike 
housewares as gift possibilities, but because the idea 
might never have occurred to them. Because they 
have not been stimulated into this thinking, they are 
not fully aware of the acceptance of housewares as 
gifts. 

These customers are your challenge. How you handle 
this challenge is what will decide if your housewares 
section will be a pacesetter or sleeper. 

Requirements for meeting this challenge are minor 
when compared with the vast rewards they can return 
in increased housewares-gift volume. 

There are many time-tested methods you can use 
to convince these customers that housewares are ap- 
propriate gifts; why almost everyone would prefer to 
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receive something practical, rather than other items 
which are often purchased in wrong styles or sizes. 

Topping this list of methods is merchandise ex- 
posure. Almost every item of merchandise in the 
housewares section has natural built-in gift appeal. 
But, you have to expose this appeal to customers by 
dressing up the product in a giftware setting, and by 
following through with the theme in all your advertis- 
ing and promotion. 

Housewares lend themselves to bright display. With 
today’s modern designs and colors, often an item will 
need only a suggestion of a red or blue ribbon to trans- 
form it into a high-style gift. 

Housewares displays therefore are very important, 
and should be changed often. Other than the everyday 
occasions like birthdays, anniversaries, parties, etc., 
there are numerous seasonal events and big holidays 
throughout the year that provide a theme for house- 
wares-gift promotions. 

For instance, in the Summer your housewares sec- 
tion, and any advertising and promotion of the section, 
should have the central theme of outdoor living. 

In the Spring and Fall most weddings take place, 
so your section should be dominated with gift sugges- 
tions for the bridal shower and wedding. 

Probably the biggest housewares-gift volume builder 
is Christmas. Here you can decorate your housewares 
section inexpensively with manufacturer’s counter 
cards, Christmas price tickets, a bit of snow or angel 
hair to complete the Christmas effect. 

There are many other times during the year that 
give you the opportunity to promote housewares as 
gifts. If you get stuck for an idea to spark a promo- 
tion, you can get a lead by watching consumer trade 
advertising. Also check on what the chains and big 
department stores are featuring along these lines in 
their advertising and promotions. 

Remember to stress brand names and tie-in with 
national ad campaigns, many of which highlight a 
“housewares for gifts” theme. 








Whether spotlighting a single item or many, 
housewares have great gift appeal when well 
lighted, dust-free, and signed to catch eyes 
of browsers. 


Modern housewares are ideal 


gifts for every occasion. 


Here are ways to get this 


idea across to customers. 
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Wales 
ARE A 


DRAW FOR 


Your housewares section 

is a natural for 

attracting women customers. 
Pace it te a woman’s 
viewpoint to build 

repeat traffic. 
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Housewares are your natural focal point for build- 
ing a steady trade among women. Housewares play 
an important part in a woman’s life, and are necessary 
for day to day living, decorating and maintaining the 
home, and entertaining. 

Pace your housewares efforts to appeal to women. 
Spotlight the latest housewares items on the market, 
use plenty of color and variety in displays. Remember: 
new housewares items are news and attract traffic. 

Rearrange your housewares section periodically, 
at least monthly, to keep new products, the latest 
colors and styles, in the limelight. Coordinate your 
merchandising plans to play up the idea that your 
store is interested in maintaining a steady trade 
among women, as well as men. 

You'll find that repeat traffic from women can have 
many benefits. Besides steady housewares volume, 
they’ll provide new traffic for other departments as 
well. 


First Impressions Are Important 


What makes a woman shop at your store when there 
are many retail outlets to choose from? Was it a par- 
ticular promotion? A friend’s advice? The atmos- 
phere your store creates? 

Women are great impulse shoppers, and frequently 
a window display is all it takes to bring them in. 
Your window display may be the first point of contact 
they have with your store. It should attract a woman’s 
attention and arouse her curiosity. A window featur- 
ing new housewares items, the latest colors or styles 
in housewares, is sure to stop the women passers-by. 

You can always draw a woman’s eye for a closer look 
simply by posting a sign such as “Have You Visited 
Our Homemaker’s Center?” in your window. A woman 
can’t resist when she feels she is being catered to. 

The same effect can be achieved with an open front 
window by spotting a gondola with new housewares 
items near the window or near the front door. Stagger 
introduction of new items to your trade; you keep 
your displays looking fresh and maintain the interest 
and curiosity of women customers. Keep the idea of 
the homemaker center in the limelight. It serves to 
promote the idea that your store is truly interested 
in women as regular customers. 

Many dealers create the impression of “a woman’s 
store” by playing housewares big in promotions and 
mailing pieces. Consumer mailers furnished to dealers 
by wholesalers generally play up housewares. 


Does Your Store Suit Her? 


A woman’s buying decision can be influenced as soon 
as she steps inside a store. 

The first thing she will probably notice is your 
housekeeping habits and the atmosphere your store 
sets for her. Does it put her at ease, or is her first 
reaction negative? This is vital. Color and variety 
play a key role in this point of influence. 

Bright and cheerful colors—but not loud colors— 
appeal most to women. This is true in stores as well 
as in their own homes. Use plenty of color in your 
displays, spotlight the latest popular shades. Women 
are usually keen on this. 

Some dealers make it a point to change the color 





styling of their housewares section by repainting it 
periodically. It adds a new vitality to the section, 
appeals to a woman’s liking for variety, creates the 
impression of being progressive and keeping up with 
the latest trends. 

Variety of merchandise lines and price lines is 
also important. Keep plenty of merchandise out on 
the floor. Women do not generally make a buying 
decision after inspecting a single item. They like 
to see the choices available. If you can’t supply a 
second or third choice, they’re apt to look for it at 
a competitor’s store. Merchandise variety to make 
your store their last stop, whether they came to you 
first or second. 

Neatness of your housewares section is also influ- 
ential. Keep close control of your merchandise on 
shelves. Check frequently to make sure displays are 
orderly and well stocked. 

Good storekeeping also means good housecleaning. 
Make sure that displays are dusted frequently, the 
floor is kept clean, empty cartons are not left lying 
around. A spanking clean department appeals to a 
woman’s critical eye. Impress her with your good 
housekeeping habits. 

Change displays, mix assortments of merchandise 
periodically. Women are first to notice a change, or 
when something new has been added. It arouses their 
curiosity, and they’ll want to look through the entire 
department again. 


Women Sell Women Best 


Many dealers find that best results are obtained 
with a saleswoman handling the housewares section. 
The reasons are obvious: Keener interest in house- 
wares, better product knowledge, understanding of a 
woman’s viewpoint, ability to retain more confidence 
from women customers. 

Saleswomen are best suited for huusewares because 
they are able to bring out the selling points that a 
man normally wouldn’t begin to think about. 

For example: In cookware, a woman customer will 
probably want to know things like ease of cleaning, 
how large a chicken a pot will hold, what’s best to 
clean it with, how hot does the handle get. These are 
questions a man cannot generally answer simply be- 
cause he lacks the experience of a housewife. 

A saleswoman can also present a housewife with 
more ideas on uses, decorative qualities, what merchan- 
dise will go well with, time saving tips. They may 
even get tc comparing recipes, establishing the friendly 
atmosphere that will induce repeat business. 

Besides a woman’s innate ability to sell other 
women, she can also make an excellent coordinator in 
merchandising housewares. Most women read several 
homemaker magazines, keeping up to date with ideas 
for the home, what’s new in housewares, what women 
are most interested in. 

She can help in planning displays that will appeal 
to women, and can add the feminine atmosphere to 
your housewares section by using a woman’s spark of 
imagination. 

A saleswoman also can offer better service for male 
customers interested in buying housewares as a gift. 
Men will appreciate the helping hand, and are more 
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likely to make a final buying decision with a woman's 
suggestion. 


Don't Overlook These Benefits... 


.. . Women don’t confine their shopping strictly to 
housewares. They also have a keen interest in lawn 
and garden supplies, cook-out supplies, picnic and 
camping items, gifts for their husbands. 

... Women are excellent prospects for do-it-yourself 
projects. More and more housewives are finding time 
to putter around the house refinishing furniture, paint- 
ing, etc. Spot a gondola of fix-up needs where house- 
wares’ customers can see it. Feature latest colors, such 
as sandalwood right now. 

... Men often accompany their wives to shop. While 
his wife is busy selecting housewares, he spends his 
time browsing in other sections of store. Often ends 
up buying a few items he needs. 

... The marriage rate is going up, promises to in- 
crease still more this decade. Cater to young house- 
wives who are forming a household. They’ll prefer 
economy lines initially, but are good prospects for 
repeat sales in quality lines later on. 

_..A favorite topic of women is shopping, stores 
they like to buy from, bargains, service. Their word- 
of-mouth advertising can be a great asset for your 
store. 
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How to create a 


PROMOTION 


for Traffic 


Household gadgets and other smaller housewares can 
be a wedge for traffic in a promotion geared to shoppers 
who are mainly interested in bargain sales. 


Sometimes we scratch so hard for a new idea that 
we forget the good, older ones. 

Take 88¢ sales. The 88¢ sale, and its variations, is 
surely nothing new these days. But it consistently 
sets records for traffic and profits when wisely planned 
and well promoted. 

A good 88¢ sale is more than a matter of throwing 
together a mish-mash of kitchen gadgets and decora- 
tive trifles. There are a number of basic rules for a 
successful. sale: 

—First, make the merchandise selection seasonal. 
Key items to calendar or an approaching holiday. 
In other words, offer your trade a reason for the sale. 

—Second, you must offer the widest possible variety 
of items at a common price. Too much similarity of 
merchandise tends to reduce reader interest and en- 
suing traffic. 

—Third, there must be a number of clearly recog- 
nizable values. There must be a smattering of items 
that normally sell for $1 and up, or customers won’t 
budge from their easy chairs. 
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—Fourth, there must be a sprinkling of brand new 
items. The more the better. 

The right timing, such as for a major holiday or 
Spring cleaning, gives customers your reason for 
offering a sale at a given time. This tends to make 
values in merchandise more believable. 

Each aspect of an 88¢ sale appeals to different per- 
sons for different reasons. All are important con- 
siderations. 

There are some dealers, mostly those who have 
never tried the 88¢ sale, who think 88¢ or 77¢ or 99¢ 
is a mighty small sales target. “Even when it may 
be compensated for in better traffic,’ they say. As 
such, this might be true. 

The gimmick in 88¢ sales is that the average cus- 
tomer buys from four to six items. This assortment 
figures out to a $3-$5 average unit price. This often 
is more than the store-wide average unit sale for the 
year, and the extra traffic is a valuable extra. 

How to buy the right merchandise for an 88¢ sale? 
There are three ways to get organized: 


























Housewares gadgets, mostly domestic products, make 
lively looking ad: that can produce a wave of new traffic 
and soles. 
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... Create a Promotion 


(Continued ) 


(1) Carefully analyze your own inventory and se- 
lect your own items for pricing at 88¢ each. 

(2) Go to a distributor or broker who specializes 
in this type of promotion. 

(3) Go to your regular wholesaler suppliers and 
cull 88¢ specials from their vast catalogs. 

Or, you can combine these resources, taking some 
items from stock and adding new items from suppliers. 

If you decide to use your own inventory to group 
items for a sale, be sure to sweeten the assortments 
with merchandise that now sells for more than 88¢. 

For the basic selection,. you can combine many 
small-priced, everyday staples into multiple units. For 
example, three 30¢ household brushes at 3/88¢. Or 
two 45¢ pie pans for 88¢. Or four 23¢ light bulbs for 
the same price. Many kinds of kitchen tools, house- 
hold gadgets, cutlery, flatware, etc., will fit this mul- 
tiple price concept. 


Volume and turnover recompense price 


Each multiple price unit may involve a few pennies 
off of regular list prices, but better volume and turn- 
over will return more than ample compensation for 
the slight discount. 

The specialty distributors and brokers who organ- 
ize 88¢ sales in return for large purchase quantities 
can offer you complete selections of items for a sale. 
They'll help you plan your ad and displays, and offer 
tips on running the sale. Some even furnish co-op 
ad money, where purchase quantities are large and 
selections are varied. 

Many dealers prefer to hand pick their own inven- 
tory, then augment this selection with items culled 
from wholesaler’s catalogs. The size and scope of 
your promotion dictates whether you assemble the 
items yourself or buy them all from a specialist. 

While the 88¢ sale concept has application in hand 
tools, sporting goods, and toys, the most successful 
category in your store is likely to be housewares. 
Why? You have more staple, everyday items, a much 
wider selection to draw from, and more opportunity 
to offer significant values due to a wider initial mar- 
gin of profit. 


When it's right, it is exciting! 


Something wonderful happens when an 88¢ sale 
really clicks. Traffic is heavy. There’s excitement and 
the electric feeling in a store that something is hap- 
pening. 

This atmosphere breeds sales. 

Often, items which don’t sell well in their regular 
bin locations ‘become winners as part of an 88¢ sale. 

In many cases, slow-moving 20-30¢ items catch 
fire when combined in multiples at 88¢. Some stores 
even admit to dumping cheaper items that have sold 
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for less than 88¢ on the counter, into the assortments 
to be swept up at the higher price in the high pitch 
of a sale. 

Everything depends on how you promcte your sale 

The best vehicle remains the large size newspaper 
ad, one-half page or more, with “88¢”’ in double-size 
type as focal point for the page (see illustration). 
This ad should show up to 50 or more items of exactly 
the same size, picture and copy, at the common price. 
Drawings are better than photographs as a rule, and 
a minimum amount of copy is desirable. 

A broadside for mailing or door-to-door handout 
can be effective. Bill enclosures have been used with 
strong results. 

The selection of items is limited only by your imag- 
ination, and the thickness of your suppliers’ catalogs. 

Small gift items for card parties and womens’ clubs 
are good. Cooking specialties are especially successful. 
Closet, bathroom, and laundry items do very well. 
Serving and entertaining accessories, such as assort- 
ments of baskets, are often sleepers. 

After you select the item assortment and kind of 
advertising, another important facet comes into play. 
This involves displays and signs. 

A well planned 88¢ sale involves dozens of different 
items in stacks, boxes, or bins in fair to heavy quanti- 
ties. Quantity depends on how well you expect a given 
item to sell. Altogether, you may easily have more 
than 1000 pieces of merchandise ready for your sale. 

This means you will need a number of counter tops 
or gondolas. And they should be arranged in a part 
of the store where clusters of traffic will not stop the 
flow of traffic to other sections of store. 

Your displays should be capped with large signs 
that can be seen from every angle of the store. All 
multiple items should be bagged, boxed, or banded so 
that they stay together in the melee of a successful 
sale. 


Get ready for the day the ad is run 


Window signs backed by s*mples of 88¢ assortments 
should be used to alert pedestrians. A cash register 
should be moved next to sale counters, if your store 
is not normally set up for self-service. An ample sup- 
ply of small bags will be needed. 

Many retailers set up their 88¢ sales with a guaran- 
tee from the broker or distributor. That is, some 
specialty distributors will agree to buy back certain 
quantities of items which don’t sell. Every 88¢ sale 
will have its share of “dogs.” Many types of deals are 
made, and they all depend on the quantities purchased 
at the outset. 

Many distributors hold reserve quantities for fast 
second orders. This is common among certain items in 
an 88¢ sale. For every dog there are winners that sell 
out faster than anticipated. Reorders, and fast, save 
many lost sales. 

The magic of a good 88¢ sale is that no one ever 
knows for sure what items will catch fire. 

Each new sale is an experiment, and the same store 
may have a totally different reaction on the same items 
offered at the same prices, only months apart. 
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Dealers’ display and merchandising ideas can have appiication 


in your store for more profit from housewares next year. 


Fireplace accessories have 
become big business in 
recent years, largely be- 
cause of decorative ad- 
vantages that are a form 
of status symbol. Big- 
ticket goods prevail. 





PHOTO ANGLES... 


(Continued ) 
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The best way to sell oversized coffee 
urns is to have one perking, all the 
time. And a reputation for free coffee 
costs little in terms of the extra 
traffic it creates every day. 


Pillars and waste lines become bonus 
display units when encased with per- 
forated paneling. And even more 
area can be gained by extending the 
corners, as shown. This clever idea 
provides space for dozens of clocks 
and similar hang-up housewares. 
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Copy the discounters. Emphasize 
bargains with signs and tags in your 
housewares displays. Items at regu- 


Ea | | gg lar prices will sell as tie-in or impulse 
purchases. 


Bathroom accessories, too, have a 
definite status appeal. For the bath- 
room is a key part of the homes of 
consumers who entertain a lot. Aver- 
age unit sales in the $20 range are 
common when displays suggest tie-in 
sales. 
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A gift-wrap service, costing only 
pennies per package, can be the 
clincher for many housewares sales. 
Gift occasions for housewares are 
numerous. If you use this service, 
promote it in signs and advertise- 


ments. 
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PHOTO ANGLES ... 


(Continued ) 


Stairways, canopy tops, and other 
ledge spaces are ideal locations for 
bulky housewares such as high-im- 
pulse waste baskets, tray tables, etc. 
You've got to show ‘em to find your 
true sales potential. Under-the- 
counter supplies are not enough. 
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Baskets, many sizes and shapes of 
them, often surprise dealers in the 
amount of traffic and volume they 
generate. A wide selection, changed 
as often as possible, is the key to 
much repeat traffic. Baskets, as 
shown, are inexpensive and carry big 
profit margins. 
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Here is a way to make the most 
of new products, while they are 
new. This is important, for often 
there’s a lot of money to be made 
when a good, new product makes 
its debut. 

In housewares, there have been 
many examples of fast-moving new 
items in recent years. Some could 
have been anticipated. Others were 
a surprise. 

Electric can openers and chemi- 
cally coated cookware are examples 
of overnight successes as new 
housewares’ products. Such items 
ultimately settle down to become 
somewhat routine staple goods. But 
at the beginning, the dealer who 
has the courage to stock them and 
promote them, finds an important 
new source of traffic and profit. 

And promoting new items early 
helps build a good image for your 
store. Each time you push a brand 
new item or concept, you tell your 
trade: “We are ahead of the pack 
in featuring new products in this 
store. Why look further?” 

As a rule, new items are herald- 
ed with ads in consumer magazines 
and business papers such as HARD- 
WARE AGE. Often these ads are 
timed accurately with the actual 
distribution of a new item. 

In the past, dealers sometimes 
had to wait for the manufacturers’ 
supplies of display aids and signs 
to reach them. Some dealers, while 
waiting, hand lettered their own 
signs to draw attention to the new 
product. Others kept items on dis- 
play, but sign-less. Sometimes, dis- 
play aids were available but un- 
usable for various reasons. 

Now there is a way to improve 
on this situation. You can have 
professional looking signs for a 
whole galaxy of products, at vir- 
tually no expense. 

How? By using HARDWARE AGE’s 
new INSTANT DISPLAYMAK- 
ERS. Some samples of these ID 
aids are printed on heavy stock on 
the opposite page. Quantities of 
additional ID cards are available 
at a tiny price. 

What are they? How do you use 
them? 


MOVE FAST! 
Get the cream 
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new ideas. 


specify form No. 19. 





How to start a new promotion .. . 


When spotlighted thus, they get the attention of 
every shopper in your store. You get a wider audi- 
ence for every new product you stock. 


The display can be as large or small as you care 
to make it. Some dealers use a single counter-top. 
Others convert a whole gondola to a “New Idea 
Center for Modern Homemakers.” 


This is an inexpensive way to enhance your con- 
sumer “image,” by becoming headquarters for 


One poster costs 50¢, postage paid. Send check or 
money order to Reader Service Dept., Hardware 
Age, Chestnut & 56th Sts., Philadelphia 39. Please 


Hardware Age has de- 
signed large (21x15™% 
in.) posters in colorful 
blue-green and sandal- 
wood as the center- 
point for a productive 
display in your store. 


Around these posters, 
hundreds of dealers 
are building displays 
of provocative new 
items for the home. 








A pair of scissors and a tube of 
cement, plus the ID aids, are all 
you need for professional looking 
signs. 

@ First, inspect the pages of your 
favorite consumer magazines and 
Hardware Age. You'll find many 
large and colorful ads with copy 
oriented to the consumer. These 


new product ads come in many 
sizes, and some fold out to three or 
four times normal page size. 

@ Second, cut out those ads that 
you think would make good signs 
for your store and windows. Paste 
ads on stiff board, then trim HA’s 
INSTANT DISPLAYMAKER ar- 
rows from opposite page. 

@ Third, glue the arrows (as il- 
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MOVE FAST! 


(Continued ) 


lustrated) where you want them on 
the ads. The arrows, especially col- 
ored to draw attention, say “Now 
in stock” for every browser to see. 

Parts of ads or whole ads may be 
used. Little ads or big ones are 
available to suit your needs. This 
issue of HARDWARE AGE, for ex- 
ample, contains dozens of various 
types of ads in black and white and 
multi-color that lend themselves to 
use with INSTANT DISPLAY- 
MAKERS. 

Posters made with ID arrows at- 
tached to draw shoppers’ eyes may 
be used in many places throughout 
the store: Display windows, island 
displays, on walls, hanging from 
ceilings, or spotted in premium 
locations such as on the cash 
register. 


The arrows are reusable 


The ID arrows may be used 
again and again. A little household 
solvent will unglue them for reuse. 

The black, white, and yellow 
coloring for the ID arrows was 
selected after tests were made on 
many color combinations. Yellow, 
as prime color, has been oft-proven 
the best color for “retention” in 
the minds of consumers. That is, 
yellow draws the eye well, but more 
importantly, what the eye and mind 
sees in yellow is remembered better 
than it would be in any other color. 

Use the page of sample ID ar- 
rows opposite to test their display 
value. If they prove helpful in 
making sales, they are available in 
quantities at little more than a 
penny per arrow. 

Having new items in stock is one 
thing. Letting every customer know 
it is another. Everyone is inter- 
ested in handling and testing new 
products. It is a natural curiosity 
that is a part of all of us. 

Thus a few ID arrows on display 
ads may prove a perfect device to 
get traffic buzzing around new 
goods as they are put on display 
for the first time. Try ’em and see. 
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Additional sheets of INSTANT DISPLAYMAKERS are available at 5 sheets 
for 30¢ or 10 for 55¢, postpaid. Please specify HA Form No. 20. Make check 
or money order payable to Reader Service Dept. Send request to Hardware 
Age, Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Consumer ads and HA’s INSTANT DISPLAYMAKER arrows combine 
to make professional looking display posters at cost of pennies. 











Cut along line shown on reverse side... 











Put a dab of glue at tip of each pointer .. . 














Affix pointer where you want it to poster while glue is wet... 





See other side. 





The 36th National 


Housewares Show... 


... PACESETTER 
to a strong sales year 


The prediction for 1962: $6 billion in housewares sales, 


says the National Housewares Manufacturers Assn. 
And the Jan. 15-19 show at Chicago’s rambling McCormick PI. 


sends the year into orbit, a year the experts 


agree may be the best we've ever seen. 
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NATIONAL HOUSEWARES EXHIBIT 


The coming National Housewares Show will be 
the greatest merchandising and product “clinic” 
ever developed for any industry. 

More than 200,000 products, many of them brand 
new, will be shown, tested, demonstrated, handled, 
and sold. Behind most of these items will be a 
merchandising and promotion plan, and many of 
the plans will be boldly new or perhaps unique. 

It’s a dealer’s chance to really get to know house- 
wares. What’s new? What’s happening to mate- 
rials, styling, colors? What’s the competitive pic- 
ture? 

Gathering this information is vital, and it’s not 
easy. The best way to be informed, and thus to make 


more profit in housewares, is to spend a day or more 
at the National Housewares Show. It is your most 
valuable means for setting plans for the year ahead. 

What does next year look like for housewares, and 
sales in general in your store? 

“Housewares in 1962 will be big business, more 
that $6 billion in retail sales,” says Dolph Zapfel, 
secretary, National Housewares Manufacturers Assn. 

The market in general for ’62 looks good, accord- 
ing to most economists, if not the best sales year on 
record. 

At year’s end, stee! inventories are building. Hous- 
ing starts are on the upgrade. Manufacturers are 
recording record sales. Dealers are enjoying a pros- 
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perous Holiday season. In sum, the stage is set for 
a wonderful year for housewares and all hardware. 

The NHMA National Housewares Show, Jan. 15- 
19 at Chicago’s McCormick Place, is the kick-off for 
the year. It will set the pace for hardgoods in par- 
ticular, and business in general. From this show 
will be gleaned a rounded outlook that will give 
strong evidence of the kind of year to expect. 

Thus all eyes will be on Chicago. 

And the importance of the show is now being 
borne out by advance registrations and the early 
sellout of booth space. 

In a nutshell, the show: 

—Has 988 exhibitors showing some 200,000 prod- 
ucts in an area equal to six or seven football fields. 

—Will likely be shopped by 35,000 representatives 
of the hardware-housewares fraternity. 

—Will be a buying show, because Fall and Winter 
business is up, and inventories are down. 

—Will be open longer hours to accommodate the 
anticipated increase in sales and attendance (see 
table of hours). 

This all adds up to a need for planning. If you’re 
going to Chicago you will find a full schedule ahead 
of you. Booths will be busier, perhaps busier than 
ever before. There’s more to do and see, and more 
visitors to clog the aisles and booths. 

You can outline your visit right now, with this 
Housewares Issue of HARDWARE AGE. 

In this Show Preview section you’ll find a complete 
listing of exhibitors and locations. By checking the 
important calls you want to make against the map 
of the exhibit hall, you can set up an itinerary that 
will eliminate wasteful hop-skotching back and forth 
around the building. 


Show facts to help you plan ahead 


Dates and hours—Jan. 15-19, Monday throug’ 
Friday, with daily hours of 8:30-5:30, ex- 
cepting 1 p.m. closing Jan. 19. 

Your headquarters—Make Hardware Age Booth 
No. 143 (see map) your headquarters and 
“office’’ away from home. Use our Mes- 
sage Center to contact friends, and our 
other facilities if you want to chat, rest, 
or hang your hat. We'll be happy to see 
you! 

Free transportation—Free Bus service will again 
connect McCormick Place and all principal 
hotels and motels, morning and evening. 
Hours: 7:30 a.m. until 10 a.m., and 3:30 
p.m. until 6:30 p.m. 

Special events—Annual Housewares Show Ban- 
quet, Wednesday, Jan. 17 at the Palmer 
House. Evening starts with 6:30 cocktail 
hour, with dinner and floor show. 

Interstate Hardware Merchandising, Inc., din- 
ner meeting, M & M Club, Merchandise Mart, 

Jan. 14. 

Hardware and Housewares Packaging Com- 
mittee meeting, Conference Room C, McCor- 

mick Place, 9 a.m., Jan. 18. 
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OUSEWARES 
in 1962 
BILLION 

WORTH 


by G. C. Kubitz 

President, National Housewares Manufacturers Assn. 
and senior vice-president, marketing, 

Mirro Aluminum Co., Manitowoc, Wis. 


DODOOODOSD” 


The changing pattern of distribution in housewares 
has presented new challenges in merchandising. The 
record of continuing housewares’ progress shows that 
most firms are meeting changes in competitive situ- 
ations successfully. 

An industry-wide business survey recently com- 
pleted by the National Housewares Manufacturers 





Assn. indicated that consumers can be expected to 
spend more than $6 billion for housewares in 1962. 
The gateway to this rich market for every housewares 
merchandiser is the NHMA January Exhibit in Chi- 
cago’s huge McCormick Place. 

Few housewares retail or wholesale firms can afford 
to let executives, buyers or other policy-making mer- 
chandisers miss the ideas, the people and the products 
to be seen at the coming January show. 

A record 988 exhibitors will present almost 200,- 
000 products comprising the complete housewares 
picture for the start of the coming year. 

The executives of exhibiting firms have been asked 
by the NHMA to plan their personal attendance in 
company booths so that thev can be available to help 
answer every question asked by buyers, merchandis- 
ing executives and other representatives of whole- 
sale and retail firms. 


The housewares sales picture is bright 


The recent NHMA business survey showed that 
64 percent of housewares merchandising firms across 
the country in the first three quarters of this year 
equalled or bettered their 1960 dollar volume for the 
same period. Seventy-eight percent said they expected 


total 1961 dollar volume to be as good or better than 
1960. 

For the first time in its business surveys, the 
NHMA asked manufacturers to name the retail out- 
lets for their housewares production. Hardware stores 
were named by 78 percent of the manufacturers. This 
fact indicates the trend among the nation’s hardware 
retailers to make their establishments housewares- 
hardware stores as a traffic-building step in better 
merchandising. 

The housewares industry has been recognized as 
an innovator. It’s an industry which merchandisers 
can always expect to develop new products, an in- 
dustry that leads in experimenting with new materi- 
als, and one noted for continuing product improve- 
ment. 

These characteristics make necessary a trade show 
that presents the complete industry picture so that 
buyers and other merchandising executives can con- 
veniently see and compare all the housewares avail- 
able for the coming selling seasons—Spring and Sum- 
mer, Fall and Winter. The NHMA National House- 
wares Exhibit presents the only complete national 
product and merchandising picture for all housewares 
in both January and July. 

Hardware people, as well as other housewares mer- 
chandisers, face ever increasing competition for the 
nation’s household dollars by every facet of the 
country’s economy, as well as from the changing pat- 
tern of distribution. Everywhere in daily living, the 
bidding for consumer dollars grows. Everyone in 
merchandising must face the fact that in all selling 
today there is competition for dollars from every 
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other industry and service offered the American peo- 
ple in the greatest national economy ever recorded. 

The housewares industry is well equipped to meet 
a!! competition for consumer dollars, and many of the 
answers are to be found at NHMA exhibits. 

Collectively, housewares is a _ strong, growing 
industry. 

At each NHMA exhibit, every buyer and other 
housewares merchandiser has the opportunity of sell- 
ing ideas, as well as products, developed by some of 
the best merchandising and inventive brains engaged 
in any business. Manufacturers, today, recognized 
the need to help sell their production, and they are 
prepared to give, as well as receive, ideas that will 
sell merchandise. 

Consumers liked push mowers better than sickles, 
and have welcomed with dollars power mowers they 
could follow instead of push. They welcomed electric 
frypans, outdoor cooking facilities and casual living 
accessories, new varieties of can-openers, bath and 
closet accessories, and attractive serving aids. They 
accepted plastics as a new material of many uses, and 
that has become an important factor in housewares. 


The hardware-housewares market 


A major survey of business and housewares’ 
market conditions by NHMA was recently con- 
cluded. Some of the key findings of that survey 
are reported in the How’s the Hardware Business 
section of this issue, starting on page 122. 


The housewares market in the United States is 
far from saturated. There are in this country almost 
47 million electrically serviced homes without food 
blenders, more than 10 million without an electric 
clock, and more than 23 million that do not have an 
automatic coffee maker. 

There are 30 million such homes without an electric 
skillet, despite the frypan’s sensational sales record 
since its introduction not too many years ago at an 
NHMA National Housewares Exhibit. Coated pans 
that promise to eliminate the use of grease in cooking 
have just begun to tap a vast market. 

These facts point the way to housewares’ future. 
Consumers have proved that they will welcome with 
dollars those housewares products that contribute 
basically to good living. 

On behalf of all 988 exhibitors and the board of 
directors of the NHMA, I cordially invite every 
housewares buyer and other merchandising execu- 
tive to see the preview of the great housewares’ fu- 
ture for 1962 by attending the 36th NHMA National 
Housewares Exhibit Jan. 15-19 in Chicago’s 
McCormick Place. 
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Exhibitors at the 36th National Housewares Show 


EXHIBITOR Booth No. 


Ace Manufacturng Co. 
Adams Engineering Co. 
Admiral Plastics Corp. 
Aircapitol Manufacturers 
Airko | Manufacturing Co. 
Akay C 


Sb bc eweet beeen adebenne a339 
a Plastics 
D. Alien Manufacturi 
pM Clothes Dryer 
Aliied Aluminum Products 
Rea Behed Ges 2 ccscccccvesvevccecee 1540 
All American Products Co. 
All-Luminum Products 
All Péwer Plastics 
Aluminum Specialty Co 
Aluminum Housewares Co. ......... 1148-1150 
Amercan Biltrite Rubber Co. ....... -A34-A36 
Family — pceet6eedneee ou 
Ladder Corp. .........+-- ",2313- 2332 
Plastic Products Ph... cteced A69-A71 
ay & Chamois Co. 90 


Tack Co. 539 
American Thermos Products Co. 1113-1121 
BOS Goin De: cic ce cesdicccss 1300-1301-1504 
Anchor Hocking Glass Corp. 908-912 
Andre Pierre Originals 
Anthracite y~ 
Apex Tire & 
Aristo-Mat 


3103 

1766-1768 

Artistic Wire Products Co. ........ 1312-1314 
Artsam Co. 


Arway Manufacturing Corp. 2954 
Ashby Products Corp. ....ccccccccccccs seen 
lated Mills 


Atlantic Cabinet 
Atlantic Tub 

Atias Tool & 

Auto Craft 

Automatic Wire ee Mfg. Co. 
Ayer Plastics Co. 


tate 
Balanced 
Bal 
Bor 











Bar-B-Bow! Div., 
Tseng Lomp Mfg. Corp. ........ -51 2H 


Manufacturing . 
Beaut-Ease Products Co. 
Bee Plastics 





Belvedere Space Saving Products 
Benhar Products Co. 

Benjamin & Medwin 

Benner Glass Co. 


Berns Air King Corp. 
Bernz Co., Otto 
Bersted Mfg. 
Bes-Pak & Co. 


1565 
Soe er es GOO. ccccccccceccecsees 1142-1146 
Stralenhens Stove & Range Co. 
Bissell 
Black & Decker Mfg. Co. 
Black Leaf Products Co. 31 
Blisscraft of eager 1123- 1129 
Block, J. & I 867-811 
S ied ntéethacmawees% 1061-1063 
PEPE ee PC OPT Tere ee” adh 
Bloomfield Molding Co. 


217 
PC Ti, «sncocecnesaesewa 1068- 1070 
Blox Chemical Se. 2426 


Bonley Products. Co. 
Bonny Products Co. 
Boonton Molding Co. 
Borden Chemical Co 
Borg-Erickson Corp. 
Boston Woven Hose & Rubber Co. 
Bostwick Div., B. T. Babbitt 
Brearley Co. 
is Se. Oe. . nccoceetibescks 1357-1359 
Brillium Metals Corp. vite re che od 1738-1740 
Brittain Sales Corp. . 

dway Ornamental ‘Products 2929 
Bromwell Wire Goods Co. ......... 1363- 1365 
Brooklyn owe Broom Co. 


omen. John Clark 


|. SPS ere eee” 1162-1164 
Brush Pottery Co. 2406 
1670-1672 


Burlington Basket Co. ............. 1048-1052 
Burns Manufacturing Co. 1022 
Burroughs “Manufacturing Corp. sweets 1810-1814 
Bush Brothers Products Corp. ...... 3246-3248 
Butcher Polish Co. 3220 
Buxbaum Co. ..... 


C & Hi Air Conditioning Fan C 
Cable Electric frodaste wiih 
Cadie > 


Cal-Dak Co. 
California 
Cal-Royal 
Camden 
Campro | 
Capital E 
Capitol Products Dy WS ccesenunn cus 1151- 1153 
Cardinal China 0 

Carian Products . 

Carlisle Mfg. Co. 

Carlson Products 

Carnation Plastic Mfg. 

Case & Sons + wg? e.. ow. R. 

Caspercraft Mfg. 


- -3222-3224 
3274 


° 2187 
COP Secesocccsceosesss 1744-1758 
Molded Products 





Cedarbrook Mfg. Corp. 
Cellulose Products Corp. 
Central Stamping & Mfg. Co. 
Central States Paper & Bag Co. 
Centre Brass Works 
Century Aluminum 
Century Products 
Certified ae Products 
Chain Store Age 
Chaney Inst. Co., John L. 
PM: <i ccedeeetedcbadcceees 1549 
Chatham Glass Co. 
Chattanooga Royal Co. 
Cheinco 
Cherrin Products Co. 
Chicago Metallic Mfg. Co. 
Chop-Rite Mfg. Co. 
Cincinnati Salvesiies Co. 8 8 
Se Gan We Ts Kceecceccucetacoess 1045- 1053 
clark & Co., John 3137 
Clean Home Products 
Cling-Surface Co. ......-.- eee eececenes 2045 
Clopay Corp. 
Club Recmiiom Prod. Co. 
Cohn-Hall-Marx Co. ......---5s005- gape) 
Cole Electric Mfg. Co. 220 
Geteeess GO. cocccccvececcccesssvseses 3934 
Coles & Co. . 43 
Color Craft Corp. 
pe te = — mae 

olumbian Ename 

Stamping Co. — shades d68 <6 ees 1183-1189 
Columbus Coated Fabrics Co. 2331 
Columbus — tek we eee eet 1358-1 366 
Cc 


Guanseemeaitt Plastics Corp. 
Seoteessbes Gun © 

ontinental Can Co., 

eee Beans eeener tenses 1673-1077 

ntinental Can Co., 
Closet At i os cane pe vase kes 1550-1 ace 
Continental 3242 
| cena “> i## Electri Cc 

ooper-Hew ectric Co. 
uenae Thermometer Co. .........«+-. 740-742 
Copper Clad gy A35 
Cordomatic Corp 
Corduan Mfg. C 
Corning a Works . 
Cornwall 
Cortland Furn: ure Co. 
vag Corp. 

N. Coughian Co. 

Semel Wa Prod. 
Crestline Div <b of Federal Stee! Corp.. 
Cronstroms Mfg. 
Crown Rubber Co. 
Crown Sanitary Prod. 





Daco ee 


Daher 
Dale PO mel Bh Co. 
Danbee & Co. 


avis Mfg. Co. 

Jayless Mfg. Co. 1720 
GPs occ cece cccvcesceesics 1017-1019 
Debros Prod. Corp. 3010 





Be sure to visit Hardware Age 


Hardware Age Booth No. 143, on the first aisle 
of the main floor exhibit at McCormick Place, is your 
office away from home. Our many facilities such as 
Message Center, coatrack and easy chairs are at 


your disposal. 
or just want to relax, 
happy to see you! 


lf you have questions, need help, 
look us up. We'll be very 





Your armchair show preview. . . SHOW 


MANUFACTURER BOOTH NO. 


You can get posted quickly on highlights of the 
National Housewares show by using the listing 
opposite. If you cannot attend the show, this list- 
ing is doubly meaningful. 

You will see the names of manufacturers who 
will be exhibiting at the show, and who, under the 
heading of ‘‘page this issue,” are showing some of 
their show products in display advertising. 

When you combine the information in such ad- 
vertisements with that in the dozens of ‘‘show- 
special’ products illustrated in the Buying Check 
List (p. 82), you will have a good working knowl- 
edge of what will be offered at show time. 

Make notes on the products and ideas that in- 
terest you, for a followup with your suppliers, at 
home or at Chicago. And, circle the appropriate 


number on the Quick Check Postcard (p. 89) for 
more information by mail. 


Ballonoff Metal Products Co. 
Brown, John Clark 
Colorite Plastics 
Dennis Mitchell Industries 
Du-All Mfg. Co. 
Dustpak, Ltd. . 
Ekco Products Co., ‘Flint Div. 
Empire Brushes 
Foley “ae pleas 
Forest Ci ucts : Be ete a te 
Franklin ‘Metal — ss ves 101, 126 
Gering Plastics Div., 
Studebaker-Packard ae 15, 92-93 
Goodell Co. ae 109 
irvin Ware Co. | This a ces 
Jiffy Enterprises .... | ME coe 
Kellogg Brush Mfg. Co. he we 141 
Knape & Vogt Mfg. Co. _., .1054-1056 112-113 
Lincoln Metal Products Corp. a Re aha ia ahd 123 
tS - , . 
Loma Indust bere 
5. on a5 6% 126 
Metal Ware Corp. _. 545-547 _.. 113 
National Brush Co. . 948-950 . 16 
Prizer-Ware, Textile Machine Works . 335-337 . _ 100 
H. B. Sherman Mfg. Co ss en. 0.0 107 
Southern Fabricators Corp. SS OS 118-119 
Swing-A-Way Mfg. Co. -_.. 1064-1066 32 
Taylor Instrument Companies _, 819-821 . 18-19 
Turner & Seymour Mfg. Co. .... .824-828 ~ Qt 
Woodhill Chemical Sales Corp. 2040 130 
Yale Lock & Hadware Div., 
Yale & Towne Mfg. Co. : aaa 3 


1470-1472 


Magic Iron Cement Co. 


SHOW 
MANUFACTURER BOOTH NO. 
Akro-Mils 
American Plastic Products Co. 
American Thermos Products Co. 
Artwire Creations .. 
Atlantic Tubing & Rubber Co. 


- = 

.. A69-71 
.1113-1121 
1216 . 
.1302 





EXHIBITOR Booth No. 


Embassy Giftwares G 
Dy Gs GO, ce cccccdoccesn cesses 744-746 
Emerson Electric "Mfg. Co. 
i aa ese ot mag ‘ 
ee he” 6etQivecaane onnkeu A77-A79 mpire 3. 
Deka Plastics v4 ~ 76 as. anovia B68-B70 Gala Appliance Mfg. 

LE 5 ua'o 566 ok dbs & vee cc0etecedul A37 DT Canakchseke ed oeseoeednd 1551-1553 Gala Lite Co. 
Deluxe Aluminum Ladder Corp. Setererice Aluminum Co. .......... 1000-1004 Gardex 1205 
Denning Clock Co., Charles B34 Erecta Shelf Garner TG Sebbdes ceoces cb eeetes 1201- aa. 
Dennis Mitchell Ind. ............... 1345- 1353 Gemco-Ware 


ne Ge GO, occ cceseences cace Sane 167 
> & S Metal Products Co. 
DE Gis cccosccocvcceccocceoe Weogt 





Department Store Economist 
Dermer, Ltd. 


Desert Ray Products 
Deshler Broom Factory 

Designs For Casual Living a ee pee 35 
Detecto Scales 

Dig Co. 


2088 
Foe babe wesecsosacié A65-A67 
1316 


Dominion Electric Corp. 
Doranne of California 


y 
Douglas & Co., David 
Drazan ay a >. ie 

Drezo ve 

Druid Hil Park § Seed Corp. 

The Du-All Mfg. Co. 

Duchin Creations, Maurice 

du Pont de Nemours & Co., E. |. 

Duracraft Corp. 

Duralast nigiaate Corp. 

Duralite Co. 

Durham Mfg. Corp. 

TD + ane a ae Ok ode wath amend 976-978 
Dustmaster Corp. sos te Sonne 60 bb0.4006R 1702 
Dustpak Ltd. B 


et IS a ee ee Se 876-B78 
Eastern Novelty Mig. Corp. 2041 
Easy Day rhq ME ako weebac he ake 1307-1311 
Ebco Mfg. 2323 
Eclipse Metal ‘Mfg. Corp. 

EG Ik cceécets ce bs os 6dsbaee' ee 2158 
Eden Creek Corp. MaG GW ce adesuctav~ceta 3224 
Edien Herman Products 91 
Ediund Co. 


Edward Can Co. 

Ehrlich, Low 

Ekco Products Co., Autoyre Div. .... 

Ekco Products Co., Flint Div. ........ 225. ea 
Electro Engineering Prod. Co. 

Elim Jay Metal Prod. Co. .......... 1172- 1174 
Elpo Ind. 150 


Erie Mop & Wringer Co. 
ska Co. Bi 17 

DPM) a. cehesnsikcwadeaeovece 1628-1632 

Esquire Chemical Co. 2904 
Essex Products 

Essick M Co. 

Eureke Williams Co. 

Soe _ a ; * ry 7 . yi = ccene cnawus JA 

ance i ss coe 

eaaiiie Oe ” bewoe G84 hes Railén ot baul 965-967 


2424 
Falee Products Co. ....ccccccccces 1741-1749 
Farber, S. W. 

Farber : —. ‘ — 
F a, on, ne 

Saane Ind. @ ” ee by weal ieees 6500 748-747 
Fast Chemical Products Corp. 


A41 
cnodcencehadittiaeces canna ee 
Federal Sonmetiinn & Stamping Co. . 201-209 
(Cr Te, «> otewce dent ¢ oseeie< wh 
Feemster Co., W. R. 


Fedco Corp. 


Filray Corp. 

Filtrex Corp. 

Firelogs 

Fisher Plastics Co., Earl 
Fiske, House of 
Flambeau Plastics Corp. 
Flexi-Mat Corp. 

Foley Mfg. Co. 

Foodco Appliance Corp. 
Forest City Products 
Forest Specialties 

ee Family 

Form 

Recker Grant Co. 
Francis Co., A. aS 
Franklin Co., Bernar 
Franklin Metal & Rubber Co. 
Frantz Electric Ind. 
Fresh'nd-Aire C 

Frigid 





be Electric Mfg. Co. 


Floorc 


ae Machine Co. 
Textile Co. .....0.---5ees 1333-1335 
w 


ood Works 
Wrought Iron Products 
Plastics 


Hous 
Gilbert Clock . 
Gilton mes Corp. 
ty Cor 
. Gits Molding Corp. 
Di seedeee cebeneeeets ié19-1621 


Products Corp. 2233 
CT. . od oceneesceene cece en one 913-915 
Globe-Ware Ind. 771 
Golden Star Polish Mfg. Co. 

Dt ccvsbiae eos ep ece oeéeaaneee 2076 
Goodman Mfg. nt iin Min 6obs cceneeees ore- 
Goodrich Co., B. F. 1318 
Ps ‘ceepetebbesescéeccs ees 3234-3234 
Goshen Churn & Ladder 

ny Mi sotecececebecesccéace 1544-1548 
Grayline Housewares 416-418 
Grays Harbor Chair & Mfg. Co. 

Great Lakes Carbon Corp. ............. 3122 
Great Lakes Tractor Co. .......... 2101-2103 
Great States Corp. 

Greenspan & Co., R. 

Griswold Manufacturing Co. 

Guild Products 1349 
EELS 6 careeeedddcosicscecs vet eset 207% 
Gustin-Mramer Ce. 2 cece ccccccccscees 737-739 





H 


H & P House Furnishing Co. .......... 152-154 
Haddon Products 

Hall China Co. 

Hall Ind. 
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<HARDWARE AGE»> 
<~HOUSEWARES»> 
<~SHOW PREVIEW> 


Exhibitors at the 36th National Housewares Show 


EXHIBITOR Booth No. 


Hamilton Cosco 

ttamilton Equipment Corp. 

Hamilton Glass Co 

Hamilton import Corp. 

Hamilton-Skotch 

Hampden Specialty roducts Corp. 
Hancock-Gross 

Handy-Andy Specialty Co. ........ 1233-1235 
Handy Things Manufacturing Co. ..1260-1262 
OUMOTEG GOs occ ccctscceccccccess 548-550 
Hanson Scale Co. ....cceccccccces 1039-1043 
Hardesty Quittner 

Hardwere Age 

Herdware & Industrial Tool Co. 

Hardware Retailer 

Horris Pine Mills 

Harvell-Kilgore Sales Corp. 

Horvey Manufacturing Co. 

Hervilie Rose Service 

Harwood Co. 


Havajava Mfgr. Cc 


Heller & Sons, Morris 
Heller & Co., William 
Herculean Products Co. 


Hewitt Bros. 

Hillside ie 

Hirco “iq 
Hirsh 


Home Furnishings Daily 
Hostess Ind. 

Heusehold Mfg. 

Housewares Review 

Hull Cutiers aly John 

Hull hog Nh ne Ke aed 6 we 66-99 2961 
Hunter Di . Robbins & Myers ... 
Hunter Motes 162 
Hutzler Mfg. Ce. 

Hy-Plane Mfg. Co. 


lona Manufacturing C 


505-5 
tn. takae ecb bh bw eo ee ene 1674-1676 
a a Vn os died oh cudsewaweal 621-623 


Jacobus' ng A. G. 
ick 


art Co. 
Jones & ‘tavghlin Steel Corp. 
Jordan ind. 
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Karmax Corp. 

Karoff Originals, _ 
Kautenberg Co., W. E. 
Kebow, Dudley . 
Keefe Mfg. Co., Jack 


347 
Keen Mfg. and Sales On coccvsernd 2832- go 


Kelcey Mfg. Co. 

Keller Mfg. Co., H. VY. 
Kellogg Brush Mfg. Co. 
Kenro Corp. 

Kent Plastics Hose 

Kerr Wire Products Co. 
Keystone Brass & Rubber Co. 


Kidde Manufacturing Co. ......... 


Kimberly Clark Corp. 


Knapp-Monarch Co. . 
Knickerbocker Metal Guild 
Knickerbocker Rubber Co. 


.. 137-139 


Kitchen Aid Electric Housewares .. 
Klasco Products Co. .......+.++:- 


osu A87 
Kleinert Rubber Co., 1. B. ....... 


. . -838-840 
Bé5 


39-843 
1474-1476 
1409-1411 


Life-Like Products 

Lifetime Cutlery Corp. 

Lifetime Dinnerware 

Libbey Giass 

Lincoln Mfg. Co. 

_—_ -r Products Corp. 
ard Mfg. Co 

Lithe Metal. Products Co. 

Ben 

— Ind. 

Lorch & Co., H. 

Loroman Co. 

Luce Reflexite Corp. 

Lynch-Jamentz Co. . 

Lynwood Laboratories 

Lyons Co., R. H.—A. Leipzig Co. 


McClintock Div., Ekco Products Co. 
Maggie Magnetic 

Magicolor Co. 
Magic-Cover—Synthetic Fabrics 





» 


How to use the floor plan 
This floor plan can save you valu- 


able time at Chicago if you put it 
to use now. First, check off names of 
exhibitors you want to see first. Then 
find their locations on map. When 
you have ticked off your most im- 
portant calls, you can make a list of 
visits to key accounts in logical order. 
It will save you criss-crossing the hall. 
Since exhibits are on two levels, such 
planning is doubly important for this 





Kord 

Kordite 

Kraco Products . 

Krane Manufacturing Co. 
Kreamerware .....+-. 
Kromex Corp. 
Kusic-Haines Mfg. Co. 


Lafayette Brass Mfg. Co. 
Laidlaw Corp. 
Laitner Brush Co. 


Lambert 

Laminet Cover Co. 
Landers, Frary & Clark 
Landers Prod 

Langner 

Lapointe | 

Lasko Metal Products 
Laurill Co. 

Lawn Master . 

Lawson } seek 


Magic Hostess Corp. .....-.----+ssseees 810 
Magic Iron Cement Co. 

Magla Products .... 

Magnolia Products .... 

Majestic Silver Co. ... 

Malley ee —_— Corp. 


M 
Menatville’ ‘& Oxing Co. 
Manni 


Mard Corp 

Electric ‘Products 
Marlun Mfg. Co. .......25 0 ee eens eect 4 
Marret Products 328 
Martens Manufacturing 
Marsh Ind. 
Marshellan Mfg. Co. 
Martin Rubber Co. 
Martin Corp. Me = meee Saks sue ovkee 





2707 


2231 
Marvel Metal + dR > eeeune hard 2965-2967 
Marvel Sales Co 3008 
Marvin Mfg. Co., W. B. 

Pi. ccceeéber 00.0048 «see get A39 
Master Corp B58-B60 
Master Croft Unfinished Furniture ....649-850 
Mastercrafters Clock & Radio Co. 

Master Manvufactur 

Master Metal Prod 

Master Specialty Products Mfg. Co. 

Masters Art . 

Mastur Manufacturi 


Mechanical Mirror Works 
Mehl Mfg. Co. 
Melard Mfg. Corp. baddecesrsénee cee Al3-Al5 





ewrere’ ene © cee, Welw es MOlLVABOESHVEL ¥ooom 
a ' , ee spc 
Pa eS Fr FS ES FS ee A. ' JIONVYMLNG |cearjenen| eoep|eusnjenen’ elem) cups]eem ‘eon oem eons! merle som eon on sun On On an wn On Gm en en an an eon en 


4 
i 
' 


| 


An) Olean Sone © Oy 
sAFeervLs © SHOUT wOSS 


. . 
vauv wNoULvELGIOm 


. 


ot | oe 


=— 
i 


« — vom | ane van | oon ve | oes 


y 7 
Ore | were on | ee we | ree 
) ; 


=p 
tome | oe oon | an ma | oa 


a 


Bh einai 


ore 4 one ae 


HEPLEE #3 


Tm 7 


one a 


Tr? 
3a 


vee 


rrr 


HARDWARE AGE, December 28 196] « 79 


Nena 1 anand oe bead | me One) Ore ee ae um fe baie | in wut A, Sere 1k OE tt fee i tee d : at vr Cee OR) pee wi i Q : t it j “ an wn 
th ae Saas waeee | " heheh : \ p mane \ See ee Ee SS Set - . P A ‘ rn 4 ‘ n : ‘ + : i i 


f : . 
oe 1ee ET 
noou 80 ONINIG i fi 
viw@iasvo > otetetetyteletetetetetelele 
y7Ve SANIOIGINE . - OURe OUR. PUE2 CEL COR. POR OOEE PRE! OrEd Lied wed KE Gee Ow 
, i i 


ee a me mp oe 
a a L -> 4 we. 


‘WAZ LNVUNVLSae 3OVN INOUG iNOwsaxv) 
~ NW 1d 4YOO1d G3SIA3u 


@34N2O Fovesan O00 Lm bes 14 413 .OnvOuRND ’ 


a 
. ——_—— pl — ak a 
we * bee fe OT Ole Oe fe Oe PY fee Bee fee ‘ene ee we oe ee fm 7 ff) tte ce 58 oe oe 628 Ue Ue ee ee ee aww om = Rb JONVU LNG Lt: 
a 16IV #1008 .¥. 
- , 008 new 
rer or Ff oe Ft ear at we oF 7 oF OH ‘7 oe [ , , ’ ‘ ’ , r ' : ' 
BARALALALAS BO. BE Be Be ee ae be ae ae oe. | oo = ie Fe oe ee ee ie oe ee ‘ i" @f «wt or oe ow 
peer oer COT COT TOT OY CPT ee tt ee ee ee Oe fee cee ee ceri cee 
: | lwheslarlasleslalalalatalnic) ewe a a | = a a oe = i i ~w+~_ 
a td “" = wm let onrnnmm & =. —¥ | ~“t at Of Ot fem at ee eee ; ot OF 
- > . ‘ * - . 


“wr =r @F A wor wr ow lw 'wr ee ’' or wal 7 fF OFF OF mm, 7 : 2s!v 
ae ee wee lll tll @ 8 @ Bay —— " j oOo» at) sv - ' , 
r e a | Gg ore i | wm! we r= oo mm w © A tj om i ee GS -~ (6 w EF ww lo «wf ‘ . 44 tee tet < 3 “ 7. 7% rere 
. : ; 7 —_- i. 


| or —— SS Se Se Oe fae ee ee ee ee aru 2. 22 2 ——— Se ee ee Se howe ee ee a Ls NS ee Gy a Gy Rr 
“— oe of oe sid Red eed aed bed teeddia dato tL nk Pe os 90S O85 FOS OS OOS Gee tee we te me eee -— ie 28S Ot fe fee fee tee! ces! ere! ore oe 








oose a 6Iv 009 3 IV oos Ee 
’ a ry . . : . ' : ’ 
“am wm m© eee eee ee oe ee oe) ee oe al oc OS OH OS OS Ge tS Oe te oe ee ot ome eee OF OS 195) OOS FOS Fe ORS Te ore fee 
+ + , -—>-—__~+--—_+ . . -~—~. > ~ _ = —> —< - + -_—— - - - - - - - . " - - ° . ‘ - 4 . . . - 
od =“ tt ow on Pee ee eee oe ee oe oe ee | “a hm hm a nnn & ww © 7 
” ‘ ‘ s ‘ ad ‘ _ . ‘ ‘ s : ‘ - ‘ i ‘ ‘ ‘ ‘ ‘ 
ooe a 18v ooe asIv 004 
mawaewmwe ' mm mm 7 oF mm oF he "oe fe oe me eee em oe ee ee ee ee oe ee ee ~ mm ¢ ' eee Se ee ee Oe ee en oe ee ; ‘ ue wf | a ye si ¢ , | 
—— = - qn ey + _ +—+-—_ + + > e —»-—+-—<+ --- > -+-—+ +4 - - + > > +> > > > + > + - 4 . . > > ‘ . . > ° ; ‘ . + o + ow 
ew ie 1 fe me ee Oe oe se “2 fe HF He He He Be Be Ce alm oe 1 a ee Pe ne ee oe oe oe fe 8 100 08 Mo ma wm mt eh oe le le oe ee 7 1 1 me Ot fe 1 O88 FFE FE fe ee ee he Oe oe “ae. oe hl lee 
‘ A ‘ : ‘ ‘ ‘ ‘ ; ‘ ‘ ‘ i ‘ A ‘ ‘ ‘ a s A ‘ i i ‘ ‘ ‘ : i i ‘ ‘ ‘ ‘ ‘ i : ‘ ‘ ‘ ‘ ‘ : : 
BulV an. ooo! 261v a 16I¥ 006 a siv 
ww 6 1 oe 1 oe oe oe = we 1 7 He oe ee ne Oe cm we 1 oe 1 oe oe le ae ee oe te fer ee ee ee ee 1 WS 0 Ue OOS 8 Oe te ee ee te “s oF mt Ot eh lhe he le le 
- + - - > > + - --—~ > * > > oe --- > - / > > > > + > > > + > . . - ° > - > , + . > > > > > + - > +> > > >—+- > ‘ . . > ; > . _ . . 
Oe) weer ae) eR tee) ee ter, OOD OOP EE) GP OED) HD fei eer er Ger eee 60 88 GO UE PRD ut ee oe oe oe oo GON feH fet ten er Gm oy it tt) Cor OH en fee Gen Be 


s s 


008! iw on 8FSO oon! 


wr 8 wh en me ee fe me) 0h 6 OP ONT en wD tem OF aE wo nn ah Gh an an cer aa , J , ’ ' no * 7 
--—-- + . - - + - . . -—~>+——_ +44 5 - -_——~ . - . - : . + . : . ¢ ‘ . ‘ : ‘ ‘ " > > | 


ee ee 1 eh fh fee fee fe Gee ote eh) th Ge Ofer Ole nh te ote " OOF! 00) ORE! Gre) ane 





OOF! 3 SI¥ 
~. 
~ er Oh fF fer ~~ oF oe tte ” & iy We tle ~~ LZ 


Ty ~ . . . > + ‘ - - . _ — —++w + +— +9 

7 i : t : =" a ah we op nh | 
- v . reel ——— —~ — os j j i x io | ) j i 
wed mee |e re me we ee - 3 18Iv : 00s! 
c+ ’ ’ - 7 = 

eh eh ee Cm fee » ’ ue 48 Sl es : : ‘ ‘ a swans 

' . ' a *,s ti, + ; a f 4 .. . . " 24 ‘ = 4 ‘ ~~ 
PPG wee Ue Oe Pe el ere Ele Ce ee ee He Oe me , PRE ge . P ose ; 
wr e+e + we +wet+ = -wtwee +e? 
pane we coe! ove we we! welt wal we we cele one) oe PAP AP AMS : 004! 


aSI¥ . . v —. 5 s . — 
281 41008 4. ~ - [ * _ we * = ] 
ae 


~~" 7) 1 oe we oe 


™ " SH00m 18% 61 wx ¥o 0 " 
‘ ; mh oF , ce * w 4 ' : ‘ 
Oe SHE OE COE 08 COE FO OE Ort Lt GE ee Ot Oe 8 we Oe 8 we ise . ® 2d 1 a | +omonws i ‘ wo MON TS ewoOe ise seaane 
eee ee ee en a ee a ae ae a ee — = — = - 4 a. 4 ‘ ‘ 5 i i 4 ou i = 
‘ ‘ —— —. 


(SuaaWnN 8.) (0081 HDNOYHL OO! SHLOO®) T3A37—-WaddN 


HISIA ANOA URI Of 451] JOFIGIUX® YYIM asf] :@2e]q yYOIWIOD IW jo dew ino) 





<HARDWARE AGE» 
<~HOUSEWARES > 
<~SHOW PREVIEW 


Exhibitors at the 36th National Housewares Show 


EXHIBITOR. Booth No. 


Mell Manufacturing Co. ........... 1660-1666 
SE etee cadccwcancescccées 6s 1116-1118 
Menschik-Goldman 

Merit Creations 

Merit Enterprises 

Merrymaid Piastics Corp. 371 
ROY WUE Sw vusscccsoce ceees 1271-1273 
Metalcraft Manufacturing Corp. 847 
Metal Products Mfg. Co. ............46. Alé 
Metal Ware Corp. 

Meteor Enterprises 

Metro Molding Corp. ............. 2209-2211 
Metropolitan Vacuum Cleaner Co. ...... 3232 
Meyer of California, Fred 

Meyer & Sens, W. F. .cccccccccess 1044-1046 
Michigan Peat 

Milbern Creations 

Miller Studio 

Minitone Electronics 

Mirra Cote ind. 

Mirro Aluminum Co. 

Mission Home Products 

Modern Spacemaster Products 

Modglin Co. 

Moeller Mfg. Co. 

Monarch Cabinet Corp. 

Monarch Plastics Co. 

Moriarty Manufacturing Co. 

Mouli Manufacturing Corp. 

Mr. Bartende: Products 

Munsey Products 


N. F. C. Engineering Co. ........... A86-A88 
Nappe-Smith Mfg. Co. ............ 1575-1577 
SE ED GS cnn. ceccceccbucoucn -385 
National Bird Control Laboratories 

National Biend 

Watiemel Brush Co. . oc cc ccccctcccccs 948-950 
National Food Slicing Machine Co. .......814 
National Potteries Corp. ............... 1516 
National Presto ind. ................ 626-634 
National Products 

National 


Naxon Utilities Corp. eee ee 
Nelson Machine & Mfg. Co. ion 


Nelson McCoy Pottery Co. 
Nesco Ind. 


New England Mop Co. 

New York Standard Mfg. Co. 251 
Nicro Steel Products Co. ......... 1439-1449 
Norjac eet SG bev ac ocekawe 2409 
Norris-Thermador Corp. ............. +. - 148 
North American Plastics Co. 2193 
Northern Electric Co. ............. 1134-1138 
Northern Industricl Chemical Co. 

Northland Aluminum Products 

Northrup-King & Co. 

Northwest Plastics 

TN itary int ee ce cok Kae gn <2 a 2304 
Notion Accessories Mfrs. ............... 2053 
Nu-Color Corp. of America 

Nu-Dell Plastics Corp. 

Nu-Lite Products 

Nylonge Co. 


0-Celo-General Mills 

Odor-Aire 

Ohio Thermometer Co. 

Ohio Wire Products Co. 

Oneida Silversmiths 

Ontaric Knife Co. 2923 
ne i es sw edbec cuneon 350-354 
Gereow Preducts Ce. ..cccccccccccece 907-911 
Oster Mfg. Co., John 

ee ee BS ID, Se bc ceca eecccive 549-553 
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P 


De. ee bkbGhes.0'nse eee 0ee 107-109 
Poche Electricord Co. 3296 
Padco Manufacturing Co. 

Pal Novelty Co. 

Palace Metal Products 

Pantry Queen Products 

PEEP OPEEE GOT. scccbcccccscsseds 3256-3258 
Pare BR. Ge. coscsccccccccccccss 1028-1030 
Parker-Gaines 

Party-9 Corp. 

Parvin Mfg. Co. 

Patent Novelty Co. 

Patio Products 

Paulben inc. 

Pearl-Wick Corp. 

Penn-Champ Oil Corp. 

Penn Products Co 

Peerless Mfg. 

Peerless coax Co. 

Pendtray Cer. ceccccccccscsesccccccse 2154 
eo Div. 2 Novo Industrial 


pecetr. Metal Specialty Co. 
Perleide Mfg. . 

Peterboro Basket Co. 
Pfaltzgraff Pott 


Pioneer Gen-E-Motor Corp. 

Pioneer Rubber Co. 

Plasticloth open 

Plastic Metal Mfg. C 

Plastiglide Packaged “Products 

Plasti-Kote 

Plastics Consolidated ind. 

Plastics Manufacturing Co. 

Piastray Corp. . 

Plaut & Lederman 

Plymouth Rubber Co. 

Poloron Products 

Pomerantz, Julie . 

Portable Electric Tools 

Portable Kitchens 

Porter Corp., J. E. 

Postiey, John E. .. 

Power Equipment ..... 2... 6.00 eceeecces 3149 
Precision Products .. 9 
Premier Manufacturing Co. 0-822 
Pressing Supply Co. ..........--005- 571-573 
Prestige Hardware ‘Corp. is othh pun 6 0e ae - «2221 
Prest-Wheel . 0 


Prizer-Ware 

Proctor Paint & Varnish Co. 
Proctor-Silex Corp. 

Pro 
Prol 
Puritan Cordage Mills 

Puritan Fireplace eipaninetes Co. 

Puritron Corp. 323-327 





uaker City Distributors 
ucker | 


uickie Manufacturing Corp. errr 518-520 


Ram Tool Corp. 
Ransburg Co., . Harper J. 


Reefer-Galler 
Reen'o Corp. 
ar a Steel & 


Products 
Republic Molding Corp. 
Revere Copper and Brass 


Rex mentees Mfg. Corp. 

Pt Te. e.  cepeeeescesorces cms couet 1322 
Rich Household Products 

Rich, Howard B. 

Richbilt Mfg. Co. 

Richmond Cedar Works Mfg. Corp. 
Ritzenthaler, John 

Rival Manufacturing Co. 

Roberts Colonial House 

Robertshaw-Fulton Controls Co. 

Robeson Cutlery Co. .........0-eeees 772-776 
Robeson Rochester Corp. .......... 1128-1130 
Robinson Knife Co. .........55-0055 1152-1154 
Robinson Sponge Co. ........-.-ceeeees 1071 
Repers Co., W. Ti nce cecccccccccccscces A25 
Rona Plastics Corp. 1586-1590 
Ronco Art Products 

Ronson Corp. 

Rosenberg Brothers & Co. 

Rosmar Mfg. Co. 

Roto-Broil Corp. of America 

Rovel Co. 

Roxhall Time Corp. 

Royal China 

Royal Chrome Housewares 

Royal Dru 

Royal-Pacific Co. 

Royal Rubber & Mfg. Co. 

Rubbermaid 

Rubon 

Ru/Son Products Co 2966 
Rustie Cratts Ce. .ccccccccccccccie 1649-1651 


Ss 


Baobin Bile. GO.. cccescccccescccvecccccs 2043 

SaPemmarS Germ. occ cc ccccccccovsscoses 1110 

Dees GON GO. ccc cvccccccccccas 2918-2920 

Salmanson & Co. 
300-500-501-502-504-700-701-702-901-904 

Salton Mfg. Co. ... 1350-1354 

Sandusky Metal Prod. ............seee00. B95 

DE TD. cc base cease cseccevcceboces oo 

Sanjo Utility Mfg. Co. 

Schiller & Asmus 

Schlueter Mfg. Co. 

Schroeder & Tremayne 

Scientific Silver Service Corp. 

Scio Pottery Co. 

Scranton Aluminum Mfg. Co. 

Seaboard Seed Co. 

Seal Sac 

Seiberling Latex Products 

Selectronair 

Select Wares 


12 
1839-1841- eas 


Sessions Clock Co. 

Seth Thomas Clocks ............+.... 514-516 
Seymour Manufacturing Co. 

Seymour Tool & Engr. Co. 

Shamrock-Neatway Co. 

Shelfmaker Products Corp. 

Shelton-Ware 

Sheridan Silver Co. 

Sherman Mfg. Co., H. B. 

Shetiand Home Care Institute 

Shield Corp. ...... Mea hha ves 46s 1032-1034 
Shwayder Brothers 

Silver Chamberlin Co. ............ 1675-1677 
Sinclair Ind. 

Skainy Basket Co., L. 

Smith Co., J. H. 

Snyder Mfg. Co. 

Social Supper 

Son-Chief Electrics 

Southern Fabricators Corp. 

Southern National Mfg. Co. 

Spartan Electric Radiator Corp. 


Speare's Sons Co., Alden 

Special Products Co. SUE ee eS ne 1834 
BOOOS TUGUMSTS ccc cvccccccccccsccvvcces B42 
Speedry Chemical Products 

PE ES whe cbedevesesccccccceceoset 2305 
Spiegel amas Co., Te dies bepenenewewt 2958 
Sprayw 

Springfield Instrument Co. 

Sprinkle Minder 

Stanley-Judd 





EXHIBITOR Booth No. 


Stanley-Oliver Mfg. Co. ........--+- 1268-1270 
Stanley Works B81 
Ster-A. Electric <e- Co. 
Star Brush Mfg. Co. ......--e ce cceeecee 2975 
Starcross 
Stark Mfg. Co. 
Steam-O-Matic Corp. 
Stearns Power Mowers 
Stellad Products 
Stern Co., A. W. 1246 
Stetson Corp. ....ceecccecvceccces 1602- 1606 
Stix Products 
Stotter, H. J. 
Stratton & Terstegge Co. 
Structo Mfg. Co. 2... cece eccnceces 2149-2151 
Sunbeam Corr 
128 %-1283-1481-1482-1483- Nome 
Sunburst Mfc. Co. 
Sunlite Corp 
Superama */anufacturing Co. 
Superior Electric Products Corp. ... 
Superior Plastics 
Supericr Rubber *r 
Supreine Cutlery Corp. 
Supreme Products Cerp. 
Swing-A-Way Mfg. Co. 
Swingline 
Syracuse Ornamental Co. ........... 359-861 


T-Fal Corp. 

Taylor instrument Co. 

Taylor, Smith & Taylor Co. 

Tel Tru Manufacturing Co. 

Tennessee Fabricating Co. 

Texas Feathers A21 
sb wer he cccoetc bia 1432-1434 
Thayer 2504 
Thermoware Electric Corp. 

Thermometer Corp. of America 

Thermwell Products Co. 

Thomas Lawn-Lite Co 

Thompson Corp., George S. 219 
Thurnawer Co., G. M. ....... ee eee 1253-1257 
Tiki Torch Co. 2901 
Tip Top Brush Co. 

Titan Manufacturing Co. 534 
Toastmaster 1261-1269 
ll Re ee ee 151- oa 
Tobias Paint Mfg. Co. 

Toledo Guild Products 

Tomar Products 

Towne Hardware 

Transparent Specialties Corp. 

Teeuss Peseee GO. cccccccctccsvseideces 3294 


Treasure Craft 

Treasure Isie Products Corp. 

Tremax ind. 

Trewax Co. 

Tricolator Manufacturing Co. ........ 952-954 
Tri-M B88 
Trio Manufacturing “ap 2508 
Trio Mills Mfg. Corp. ...........-- 1816-1818 
Tri-State Plastic Molding GBs wecccess 527-529 
Troy Ind. 562 
Tucker Mfg. Corp. 

Tuco Work Shops 

Turner & Seymour Mfg. Co. 

Wares GOs sccctecececesccestesoce 869-871 


U. S. Caster Corp. 

U. S. Metal Plastics 

GN Gs Sed eebobe cece cosounece 1610-1612 
Umstead Mfg. Co. 

Union Die Casting Co. 

Union Products 

Union Steel Products Co. 

United Plastic Corp. ............+..- 1712-1716 
United States Silver Tree Co. 2049 
United States Stamping Co. 

United Wire Goods Mfg 

Universal-Handy Hannah 

Universal Producing Co. 

Upson Chemical Corp. 1623 
Utica Cutlery Co. ......c cece ccccees 741-743 


Vanderbilt Products 

Vandy-Craft 

Vari-Pac Corp. 

Vaughan Mfg. Co. 

Vermillion Co. 

Vernco Corp. 

Victor Products Corp. 

Viking Stainless Co. 

Village Blacksmith 

Vincent-McCall Co. 

Vining Broom Co. 

Vogue Electronics & Appliance Corp. 

Vogue Manufacturing Co. 

Wee eS Dave eS hdess bce eens cabs 585-589 
Wee GE, 2 otinnee eobtiodetanes ic Ge 1171-1173 


Waco Products A38 
Wagner Manufacturing Co. ........ 1455-1457 
Wagner Manufacturing Co., E. R. ...1414-1418 
Wahi Clipper Corp. 

Walker Metal Products Co. 

Wallace Products 


Waring Products Corp. ...........++-. 958-962 
ashburn Co. 


Wear-Ever 
Weber $ 
Wecolite Co. 
Weinman 
Weiss & Kiau 78-5 
Welby Div., of Elgin National Watch Co.. 
Welimaid Products 1072-1076 
Werner Co., BR. D. . wwe cece ceees 1519-1521 
Bee We GO, -o dn'necdwewneccideecee 1025-1035 
Westchester Brickote Prod. Co. 
Westclox 
Western Newell Mfg. Co. 
Western Stoneware Co. 1501 
Westinghouse Electric Corp. ..... 833-895-A57 
Westiand Plastics 2054 
Wheeling Corrugating Co. 
Whink Products Co. 
Whitmore Mfg. Co. 
White aap Rolling & Stamping 
CS tk Cabah 6S 640s 06.9e000 6008 B83-B85 
White Studios 
Whittier Line 
Wickford Products 
Withold Glues 
Williams Cutlery 
Wilmart Products Corp. 
Wilshire Manufacturing Co. .......... 428-434 
Wilsouw Specialties Co. 138 
Wisconsin Aluminum Foundry Co. 
a dl wan cceeeee6eee otic 1561 
Wolf Manufacturing Co. .............4... Aé3 
Wy MEUNUET Bln! BSc coed co ccceccccecsese = 
Wolfe of y + Anmnabd 
Wolff Products Co. 
Wolverine Household Products 
Woodhill Chemical Sales Corp. 
Woodpecker Woodware 
Worcester Felt Pad Corp. 
Wt Mi. cccbheuheseseceeeus 1209-1211 
Wright Manufacturing Co. 
Wrightway Engineering Co. 
Wrought Iron Mail Box 


Y 


Yale Lock & Hardware 2963 
We Ss ins be'66-0. 600 cnet cacds 1611- 1633 


z 


Zachman and Co. 

Zeen Chemical Corp. 

Zenith Metal Products Co. 

Zephyr Manufacturing Co. 

Zim Manufacturing Co. ........... 2.2.44. 440 





Show facts to help you plan ahead... 


NHMA COURTESY BUS SCHEDULE 


(Free buses provided all show visitors during January exhibit to and from McCormick Place 


ROUTE NO. 1 — Will start at Executive House on Wacker Drive 
(also covering Oxford House) and take in Sheraton-Towers, St. 
Clair, Eastgate, Allerton, Pearson, Knickerbocker, Drake. Croydon 
and Lake Towers Motel. 10-minute frequency starting at 7:30 A.M. 
and continuing until 10:30 A.M. (Ambassador East and West hotels 


approximately 20-minute schedule.) 


ROUTE NO. 2 — Will start at Clark St. door of Sherman and pick up 
Bismarck also. It will then proceed to Clark St. door of Morrison 
picking up for LaSalle also. Then east on Monroe St. picking up at 
Monroe St. door of Palmer House. 5-minute frequency starting at 


8:00 A.M. and continuing until 10:30 A.M. 


and hotels and motels.) 


ROUTE NO. 3 — Will start at Congress Hotel, Michigan Ave. door 
and then go to Conrad Hilton, Michigan Ave. door. (Route will also 
cover Sheraton-Blackstone at Conrad Hilton hotel). 5-minute fre- 
quency from 8:00 A.M. and continuing until 10:30 A.M. 


ROUTE NO. 4 — This route will cover South Side hotels and motels, 
including Shoreland, Del Prado, 50th on the Lake Motel, etc. 15- 
minute frequency for this area starting at 8:00 A.M. and continuin- 
ing until 10:30 A.M. 


In the late afternoon, there will be 30 buses starting at 3:30 P.M. and continuing until 6:30 
P.M. for the transferring of show visitors from McCormick Place to all. hotels and motels 


mentioned above. 
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Buying Check List 


of Housewares Show feature items 


Here is a preview of merchandise to be featured at the House- 
wares Show. To make your show visit easier, each description 
lists the booth in which the merchandise will be shown. Each 
item also has a number above it. When you want more details 


about an item, just circle corresponding number on postcard 


on page 89, and mail. 


Item | 


Modern stand-up scale 


Hanson’s Model 200 Stand-Up 
scale will be introduced at Booth 
1039. It has sculptured chrome 
handles and dial with 3-in. magni- 
fying glass set in all chrome trim. 
Equalizer-Bar mechanism is accu- 


rate on any hard floor, carpet, etc. 
Mat is DuPont Mylar. Available 
in white, pink, yellow, sandalwood 
and black. Retail for $7.95. Hanson 
Scale Co., Dept. HA, 1777 Shermer 
Rd., Northbrook, Iii. 


Item 2 
Folding ladder-stcool unit 

This wide-step folding ladder- 
stool, Model No. 254, will be fea- 
tured at Boeth 584. It’s made of 
rust-resistant steel, with two 
heavy-duty safety steps. Top seat 
is padded, washable, mar-resistant 
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vinyl, decorated with white fleur- 
de-lis. Unit is 32% in. high un- 
folded, weighs 14% lb. Retail price 
is $13.98 in the East, $14.98 in the 


West. Model No. 154 has tan enam- 
el frame and steps, with padded 
beige seat. Retail price is $10.98 
in the East and $11.98 in the West. 
Lincoln Metal Products’ Corp., 
Dept. HA. 225 42nd St., Brooklyn 
$2, N.Y. 


Item 3 
Four new dessert molds 


Among other items to be fea- 
tured at Wear-Ever Aluminum’s 
Booths 781-789 are these four new 
molds for desserts, salads, pud- 
dings, etc. They are the grape, 
horn-of-plenty, and shell which are 
available in an attractive gift box 
to retail at $5.95, or individually 
at $1.99 each. A pineapple mold is 
also available to retail at $1.99. All 


have a gleaming copper finish and 
can be used as wall decorations as 
well. Wear-Ever Aluminum, Inc., 
Dept. HA, New Kensington, Pa. 


Item 4 
Brush line improvements 

New styles, designs, packaging 
and displays for Kellogg’s line of 


household brushes will be featured 
at Booth 211. All brushes come in 





Here is a quick Check 
List of items described 
in the following pages 


bubble pack, poly bag or with a 
modern design gold tag. They fea- 
ture fashion-styled handles for con- 
venience as well as beauty. A varie- 
ty of displays for floor, counter 
and shelf are also offered. Kellogg 
Brush Mfg. Co., Dept. HA, West- 
field, Mass. 


Item 5 
Floral hamper ensemble 

Floral Elegance is the decorative 
theme of the new Detecto hamper 
ensemble to be featured at Booth 
1006. Available with pink or lilac 
or sandalwood florals on a deep- 


quilted white vinyl covering, the 
ensemble consists of hamper with 
matching basket and brush holder. 
Hampers have foam cushioned lids 
and are ventilated and sanitary. 
Has glossy enameled finish inside, 
and gold-tine trim and towel rings 


outside. The hamper retails for 
$14.95 east of Mississippi ($15.95 
west); basket, $5.95, and brush 
holder, $6.95. Detecto Scales, Inc., 
Dept. HA, 540 Park Ave., Brooklyn 
& NaF. 





Quick Index to Buying Check List 
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Barbecue grill line .. 84 
Narrow web chair, chaise . 84 
Housewares assortments _. 84 
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[] lee, snow remover for autos 
Realistic statue fountains 
Improved garbage pail 
Snap-coupling merchandiser | 
Storing and serving jars ..... 
Line of household products _. 
Fold-away steel hanger 
New housewares items ..... 
Utility shelf, towel rings 
Close-woven door mat .. 
l-gal food, beverage jug .. 
Beverage server, casseroles . 
Self-adhesive table pads ... 
Complete garden hose line 
Two-thumbed hot pad mitt 
New drinkware patterns .. 
Metal home storage units 
Embossed waste basket line 
Portable barbecue unit .. 
New automatic appliance .. 
Barbecue accessories line . 
Portable hair dryer 

New plastic veneer patterns .. 
Modern portable coolers 
Dripless latex-base paint . 
Household fans, rotisserie 
Large capacity barbecue | 
Fruit & vegetable juicer . 
Receptacle on wheels _. 
Expanded pantryware line . 
2-gallon sprinkler can __.. 
Home ice cream freezers . 
[] Dust bags sales aids . 
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Item 6 


Caster cups in colors 


Franklin’s feature item at Booth 
714 will be a completely new line 
of Plastiflex caster cups in decor- 
ator colors. The unbreakable cups 


dtenciisicmnt ln bicep gcamnecnonntr: xe 


PLASTIGLIDE "SMOOTHIES 
PLASTIFLEX CASTER CUPS 
in modern decorator colors = 


— 








are available in sand tan, smoke 
grey, and traditional walnut. They 
are offered in the new Spike style, 
and in regular smooth style, in both 
round and square shapes. Available 
in regular and large sizes. The cups 


are packaged on colorful visual- 
packed cards. Franklin Metal & 
Rubber Co., Dept. HA, Jacksonville 
Rd., Hatboro, Pa. 


Item 7 


Drapery hardware packaging 


A complete array of new Stanley 
skin-packed drapery hardware for 
self-service selling will be intro- 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


duced at Booth B77. Packaging 
offers complete product protection, 
prevents shop-worn appearance and 
lost parts. Items with visual pack- 
aging include cafe rods, curtain 
rods, sash rods, traverse rods. They 
are designed to be sold from coun- 
ter or hung from wall board dis- 
play. Stanley-Judd Div., Stanley 
Works, Dept. HA, Wallingford, 


Conn. 


Item 8 

Portable electric jig saw 
Feature item at Black & Decker’s 

Booth B-63 will be this new deluxe 

portable electric jig saw. The 

U-251 saw has cycloid blade action 

which clears the blade after each 


stroke and a nylon shoe _ insert 
which prevents splintering in ply- 
wood. The shoe can be adjusted for 
bevel cuts up to 45-degrees. Unit 
will cut up to 2-in. thick soft wood; 
l-in. hard wood. The motor is 
amply ventilated. Black & Decker 
Mfg. Co., Dept. HA, Towson 4, Md. 


Item 9 
Barbecue grill line 


Structo’s new Grid-Master line 
will be introduced at Booth 2149. 
The line features a Swing-A-Way 
device which swings away from the 
hood of the grill on a hinge mount 
to permit easy removal of fowl! or 
roast without the hands reaching 
over hot coals. The unit snaps into 
place when needed for rotisserie 
cooking. The unit is shown here 
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on the No. 63 deluxe folding Grid- 
Master which retails for $29.98. 
This model comes in charcoal and 
silver grey. It has an extra heavy 
grid, with charcoal feeder door, 
five-position finger tip grid control 
and a beaded rim on heavy gauge 
bowl. Unit folds and can be wheeled 
away easily. Structo Mfg. Co., Dept. 
HA, Freeport, Ill. 


Item 10 
Narrow web chair, chaise 


A narrow web promotional chair 
and chaise in the 1962 Windsor line 
will be exhibited at Booths 1809- 
1815. The new group will feature 
1%4-in. wide plustic webbing in 
both turquoise and white and char- 
coal and white with Mylar. Both 
items have vinyl-clad arms, scratch 
resistant tips, spun-end tubing, and 
aluminum knuckle joints. A com- 


Stiga 


& 


fort-selector gives chaise 5-posi- 
tions. Chair retails for $7.98, chaise 
for $14.98. All-Luminum Products, 
Dept. HA, 36th & Reed Sts., Phila- 
delphia, Pa. 


Item 11 
Housewares assortments 


Loma Industries is introducing 
30 new items at Booths 100, 101, 
301 and 302. Included are house- 
wares items and special retail as- 
sortment packages for impulse 
sales. All items have been consum- 
er tested and screened for accep- 
tance in the consumer market. 
Loma Industries, Ixc., Dept. HA, 
3000 W. Pafford, Fort Worth, Tex. 


Item 12 
Fastening items display 

Jordan’s Combo Rack, to be 
shown at Booth 2161, is a complete 
fastening island in 1-sq ft of coun- 
ter space. If set up for wallboard 





display, it requires 15 to 20 ft. Unit 
contains fastening devices of all 
types including drills, utility hooks, 
etc. Jordan Industries, Inc., Dept. 
HA, 3030 N. W. 75th St., Miami 47, 
Fla. 


Item 13 
Rotary power mower line 


The 1962 line of Pincor Gyro- 
Vac rotary power mowers will be 
featured at Booth 2164. The line 
includes three models, two with 3- 
hp gasoline engines, impulse start- 
ers, height adjustments, hand con- 
trol (one push and one self-pro- 
pelled) and one electric motor push 
model. The mowers have a flexi- 
ble plastic, load compensating disc 
mounted on the power shaft above 
the cutter blade. It revolves at 





ITEM NUMBER ON FREE POSTCARD, P. 89 











same speed as the blade and pro- 
pels clippings by centrifugal force 
into the catcher, allowing wet grass 
to be cut without clogging or un- 
der-deck grass. buildup. 
Gen-E-Motor Corp., Dept. HA, 5841 
Dickens Ave., Chicago, Ill. 


Item 14 
New home care products 

Two new Quickie home care prod- 
ucts will be shown at Booth 518. 
One is an automatic tank-type home 
waxer which will cut down waxing 
time for the housewife. The other 
is a Shake-A-Mop, automatic dry 
mop which shakes the dust out of 
the mop head with little effort. In 
addition, Quickie’s new motion dis- 
play will be exhibited. Quickie Mfg. 
Co., Dept. HA, 20th & Oxford Sts., 
Philadelphia 21, Pa. 


Item 15 
Toaster with dual controls 


The new Hostess toaster with 
dual toast controls and eight toast- 
ing elements will be featured at 


Pioneer 


Booths 1261-1269. Dual controls 
permit light toast to be made in 
one section, dark in the other. One 
or two slices can be made faster 
by using only half the wattage 
capacity. Chassis is shockproof. 
Suggested retail price is $34.95. 
Toastmaster Div., McGraw-Edison 
Co., Dept. HA, Elgin, Ill. 


Item 16 
Dual-threaded aerators 


Two new dual-threaded aerators 
will be exhibited by the Wrightway 
Engineering at Booth 3136. The 
aerators are threaded inside and 
out and are equipped with rubber 
washers which allow attachment to 
any standard inside or outside 
threaded faucet. Model SMK-100, 
shown, is a swivel-action type that 


#O-SPLaSH 
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diverts a stream of soft, aerated 
water in any direction with a fin- 
ger touch. Boch models are of solid 
machine brass, containing one in- 
ternal part which is non-corrosive. 
Both come in Bubble-Pak cards, 
pre-punched for wall board use. 
Wrightway Engineering Co., Dept. 
HA, 339 W. 112th Pl., Chicago 28, 
Til. 


Item 17 
12-transistor radic 

Arvin will feature its AM/FM 
portable 12-transistor radio, Model 
No. 62R98, at Booth 1757. Unit 
also has five diodes, automatic fre- 
quency control, full-range tone con- 
trol. Separate tuning dials for AM 
and FM bands permit switching 


from one band to another without 
retuning set. Unit is covered with 
cowhide leather and has chrome 
plated die cast front. Comes 
equipped with six C-batteries, ear- 
phone, leather carrying handle, 
shoulder strap. Suggested retail 
price is $89.95. Arvin Industries, 
Inc., Dept. HA, 13th & Big Four, 
Columbus, Ind. 


Item 18 
Weather instruments line 


Cooper will exhibit its new line 
of Stars in Stripes thermometer 
and weather instruments at booth 
740. New items include the Coloni- 
al Lantern Outdoor and the Andov- 
er Three-Way Indoor/Outdoor, the 
President and Mariner lines. Coop- 
er Thermometer Co., Dept. HA, 
Pequabuck, Conn. 


Item 19 
Expanded outing kits line 

This Duo-Pak red plaid flip-top 
outing case with zippered outside 
case, is one of Aladdin’s five new 
styles to be shown at Booth 1133. 
Unit has two 1-qt Dura-Clad bot- 
tles and sandwich box. Other mod- 
els include: saddle-tan vinyl] case 
with two bottles and sandwich box; 
red plaid case with two bottles and 
no sandwich box; red plaid case 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 89 


with one bottle and sandwich box; 
standard red plaid case with wide 
mouth bottle, regular neck bottle, 
and sandwich box. Suggested re- 
tail prices $9 to $16.50. Aladdin In- 
dustries, Inc., Dept. HA, 703 Mur- 
freesboro Rd., Nashville, Tenn. 


Item 20 
6 x 18-in. shishkabob wheel 
This SKW-20 Rotary Shish-Ka- 
bob Wheel, with six heavy-duty, 
square 18-in. long skewers, will be 
shown at Booth 2600. The unit can 
be used on all motorized spits. It 
fastens to spit rod with thumb- 


screws. Triple plated 
nickel and chrome. Skewers are 
removable. Wheels come gift- 
boxed, 12 to shipper, to retail for 
$3.98. Hewitt Bros. Mfg. Co., 
Dept. HA, Box 43, National City, 
Calif. 


in copper, 


Item 21 
New dinnerware patterns 


A wide selection of shapes and 
patterns in Brookpark dinnerware 
will be exhibited at Booths 900- 
1104. Five new patterns will be 
introduced for the first time, in ad- 
dition to a new cranberry accessory 
color in both solid and holloware 
and the dual-tone, colored outside, 
white interior cups. All colors and 
patterns extend throughout the en- 
tire line, ranging from $29.95 to 
$59.95 for a 45-piece set. Brook- 
park, Inc., Dept. HA, 11701 Shaker 
Blvd., Cleveland 20, Ohio 


86 © HARDWARE AGE, December 28, 1961 


Item 22 
15-in. snowthrower urit 


Precision Products’ feature item 
at Booth 2980 will be this No. 15ST 
S’no Job snowthrower. The unit is 


powered by a 2'%-hp, 4-cycle 
Briggs & Stratton engine, with re- 
coil starter. It cuts a 15-in. swath 
on sidewaiks, drives, parking lots. 
Body is of extra-heavy gage steel, 
with all welded construction. Fin- 
ger-tip controls give chute left or 
right throw. Suggested retail price 
is $109.95. Precision Products, Inc., 
Dept. HA, 2415 S. Grant Ave., E. 
Spring field, Ili. 


Item 23 
Barbecue grill, cart 


Four new Harvell Hostess Grills 
from $4.98 to $7.98 will be on dis- 
play at Booth 923. The Hostess 


Grill-In-Rollaway Table (shown) 
comes complete with casters. Other 
features include: Chrome plated 
grill top; inside wire grill; wire 
base with plastic tipped legs; two 
l1l-in. skewers with wood handles; 
two disposable liners; 


and four 


matching trays. The unit comes 
with two packages of Sparkcoal, 
cook book and colorful storage car- 
ton. Retails for $7.98. Harvell-Kil- 
gore Sales Corp., Dept. HA, 420 
Lexington Ave., New York 17,N. Y. 


Item 24 
Sprinkler with shut-off timer 


Melnor’s No. 990 oscillating 
sprinkler will be on display at 
Booth 1116. The unit has five set- 
tings, from light sprinkling to 
heavy soaking. It is unaffected by 
variations in water pressure and 
accurately waters rectangular areas 
up to 60 x 40-ft. When the right 
amount of water is put on a lawn, 
the unit automatically shuts itself 


off. Other features include a 
Perma-Sealed motor, spray area 
control dial, and a l-year uncondi- 
tional guarantee. Melnor Indus- 
tries, Inc., Dept. HA, Carol Place, 
Moonachie, N. J. 


Item 25 
Aluminum pantryware items 


Kromex will introduce two new 
all-aluminum pantryware lines at 
Booths 1471-1477. In addition, a 


complete line of matching kitchen 
items and additions to the Kromex 
Mode Serviceware Line will be 





(Advertisement) 


LEGITIMATE HARDWARE SELLING VS CUT PRICE SELLING 


“4 (1) Let’s call a spade a spade with no holds barred. Every informed merchant knows 
that all cut price merchandisers operate on the same basic principle, namely—mislead 
the public. 


(2) MURDEROUS is the word to describe the competition many of you face. It is not clean com- 
petition because much of it hits “below the belt.” It tries to convince the public they are being over- 
charged by the legitimate trade. These price cutters have one thing in common—GET THE MONEY. 
They do not have the slightest interest in serving the public or in saving it money. 


(3) The cure for misleading practices is publicity and more publicity. You must broadcast the facts. 
The public must learn the truth. 


(4) The basic operating principle of the cut price chain and the discount house is to advertise a well established product 
at a substantial cut in price. This is used as bait to attract suckers in the hope of selling them over-priced, un- 
known products so as to make up for the loss on the ‘eader. The mark up on many of these unknown products is far 
more than any legitimate dealer would attempt to charge. 


(5) There are two general sources for these “big mark up” supplies. One is cheap foreign imports. The other is mis- 
guided domestic manufacturers who try to carry water on both shoulders. With their overhead carried by good products 
sold to the legitimate trade, they try to earn extra profits by making a lot of second class junk for the cut price trade. 


They forget that by thus undermining their legitimate trade — their source of bread and butter — they are cutting 
their own throats. 


(6) Products from both these sources generally have one thing in common—they are cheap junk. No successful en- 
during business can be built on such a foundation. Never forget the guiding principle of E. C. Simmons, “The recollec- 
tion of quality remains long after the price is forgotten.” When the purchaser of a second class product runs into 
trouble or fails to get service, he then and there decides to patronize a more reliable supplier in the future. Without 
a sound foundation as a supplier of dependable quality products, your business has no future. 


(7) There are many types of chain stores and each type represents a different competitive problem. Their enormous 
purchasing power enables them to get very low prices from order hungry manufacturers. But many of them have higher 
overhead which more than offsets this cost advantage. In order to appear competitive they are forced to favor second 
class offerings that have the form but not the substance. Let’s double check this statement. Vo you know of anyone, 
including yourself, who expects to get a first class, quality product when he patronizes such outlets? 


(8) Evidence is introduced here so you won’t think | am simply shooting “hot air.” Wrap-On fiber glass pipe insulation 
was a pioneer product on the market. It was introduced a good number of years back. The Chicago territory stores 
of a large chain did an incredibly large volume at established prices. They then decided to market the product nationally. 
Their price chisel did not work on us so they got another manufacturer to package a sutstitute product. When you 
review two of the incidents connected with this experience, you can better judge if the public was intentionally misled. 


(9) The substitute product was called a wrap-on insulation in their catalog. Our patent attorneys quickly stopped this 
unfair competition. The substitute had 50 ft. of 3-in. wide fiber glass that was only %4-in. thick. Our package had 
25 ft. of 3-in. wide glass that was ¥2-in. thick. The cost of the glass in both packages at that time was identical. 
(Several years back, in order to place our dealers in a stronger competitive position, our glass thickness was increased 
to %g-in. This increased our cost of glass by 25%). The trouble with the '%-in. substitute was the ruinous de- 


ficiency in the tensile strength. It would pull apart during installation. It was not a reputable, merchantable product. 
It had the form, but not the substance. 


(10) YOU ALWAYS LOSE WHEN YOU PLAY THE OTHER FELLOW’S GAME. His game is apparent cut price 
bargains. Your selling should be concentrated on telling prospects what your hardware products will do for them. 
WANTEDNESS IS A MORE COMPELLING BUYING MOTIVE THAN PRICE. Consider this headline in a recent 
chain grocery ad, “Enjoy Delicious Roast Lamb for Dinner Tonight.” You just know this ad sold a lot more lamb 


than would have been possible with a strictly price appeal. | ordered lamb the first chance | got. | will gamble you 
will do the same. 


(11) The secure foundation of your business is the fact that the manufacturer to wholesaler to dealer distribution 
in the hardware field is _1ore efficient than any competing system that has ever been devised. Your steady customers 
will save money over the years. They are assured of dependable quality products—they get sincere local service— 
they are not overcharged in products of unknown value. In closing, | suggest you reread Paragraph 6. 


by TOM RUSSELL, PRESIDENT 


WRAP-ON COMPANY 341 W. SUPERIOR ST., CHICAGO 10, ILLINOIS 


Folded copies of this ad on light stock for economical mailing are available in any quantity free. 
Want more facts? Circle 126, p. 89 
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shown. Shown here (top) are the 
No. 990 Square Stacking kanister 
sets with a suggested retail of 
$8.98, and the No. 998 bread box 
(bottom left) with suggested retail 
of $7.98 and the No. 999 bread 
box (bottom right) with suggested 
retail of $9.98. Retail prices slight- 
ly higher in Western U. S. Above 
items in Kopperex trim also avail- 
able at slightly higher prices. 
Kromex Corp., Dept. HA, 800 E. 
72nd St., Cleveland 3, Ohio. 


Item 26 
Asparagus & corn cooker 


The Vollrath Town & Terrace as- 
paragus and corn cooker in white 
porcelain finish with colorful dec- 
orations will be featured at Booth 
585. Corn, asparagus and clam de- 


cals are permanently fired into the 
porcelain to illustrate uses. Includes 
a handy lift-out tray. Retails for 
$9.95. Vollrath Co., Dept. HA, 1236 
N. 18th St., Sheboygan, Wis. 


Item 27 


Aluminum camp stove 

Coleman’s new Model 442-710 
aluminum camp stove is one of the 
feature items at Booth 2934. The 
unit has two burners, with 11-in. 
distance between centers, fuel ca- 
pacity of 3%-pt, folded size of 
22 1/16 x 13% x 5%%-in. Its light- 
weight, rust and corrosion resis- 
tant case has contrasting red fuel 
tank and wind baffles. Other fea- 
tures include a steel rod grate, 
snap-out legs, snag-free rounded 
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corners, and positive lid catch. New 
clip-type supports lock wind baffles 
firmly in place. Coleman Co., Dept. 
HA, 250 N. St. Francis St., Wichi- 
ta 1, Kan. 


Item 28 
New closet freshener 


The delicate scent of English 
Gardens is contained in the closet 
freshener called Lavender Fresh 
being exhibited by Expello at 
Booth 1782. Convenient patented 
hanger hook holds 1-lb block. Ini- 
tial concentration permeates entire 
closet, then subsides to lingering 
fragrance. A colorful stringer card 
is attached to each block. Packed 
l-doz to shipping carton. Retails 
for $1 each. Expello, div. odor-aire, 
Inc., Dept. HA, 1007 E. 2nd St., 
Wichita, Kan. 


Item 29 
Unbreakable lawn torch 


The T-61 Lawn Torch featuring 
modern design will be shown at 
Booth 2800. The unbreakable unit 
stands 45-in. high and comes com- 


plete with citronella candle. Unit 
gives off a soft glowing light which 
repels insects. A colorful carton 
and sign will be available for dis- 
playing the item. Ohio Wire Prod- 
ucts Co., Inc., Dept. HA, 1025 E. 
5th Ave., Columbus 3, Ohio. 


Item 30 
Expanded screw driver line 
New additions to a line of vinyl- 
grip screw drivers will be shown at 
Booth 381. One of the newest is 
the Lock-Grip ratchet screw driver 
(shown) which has a soft vinyl 
grip and an imported ratchet mech- 


“ oe 
Gy 


anism. The item is individually 
carded to retail for $1.29 each. Rose- 
enberg Brothers & Co., Dept. HA, 
Smithtown, N. Y. 


Item 31 
Pedestal bases for tables 
Booth 2955 will feature Gerber’s 


standard and deluxe pedestal bases 
for tables, chairs. Standard base 


(shown), comes in two sizes: 28- 
in. with 15-in. feet; and 14-in. with 
12-in. feet. Bases consist of 2-in. 
tubular steel baked enamel column, 
with 1l-in. plastic tipped steel feet. 
Each size comes in three color 
styles. Deluxe models feature spe- 

(Continued on page 95) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the lergest listing of new items of any hardwere magatize. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Chack 
Postcard Service. 


> Circle the numbers on tne card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


# Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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Holds complete assortment 
Use as an “‘island”’ display 
Use as wajl display 

60" high e« 39” wide » 
Shipping weight 43 Ibs. 


26" deep 




















See what you get...at no extra charge! 


The additional supply of 
Do-It-Yourself Aluminum 
which will be shipped to 
you—-AT NO EXTRA 
CHARGE —consists of: 


e 10 sets of 14" x 6 ft. sliding 
_| door track, complete with 
: screws and fasteners 


e5— 14” x 8 ft. Corner Posts 
e5— 14” x 8 ft. Corner Posts 


The new Reynolds Aluminum Corner Post is the 
perfect solution to any cornering problem. It 
eliminates butting of joints, exacting angle 
measurements and elaborate corner finishing! 


Want more facts? Circle 127, p. 89 A 


NEW 


self-service rack 
helps sell related items 
and profitable Reynolds 
Do-It-Yourself Aluminum 


SPECIAL FREE GOODS OFFER 
WIPES OUT COST OF RACK 


REYNOLDS FREE GOODS OFFER is de- 
signed to introduce the new Reynolds Alumi- 
num Center display rack. You simply pur- 
chase the display rack and a basic assortment 
of Do-It-Yourself Aluminum . . . and Reynolds 
will GIVE YOU—AT NO EXTRA CHARGE 
—an additional supply of Do-It-Yourself 
Aluminum equal in retail value to the cost 
of the rack. In effect, the rack will cost you 
absolutely nothing. The free supply of fast- 
moving Do-It-Yourself Aluminum wipes out 
the cost of the display rack. 

More important, Do-It-Yourself Aluminum 
just naturally lends itself to the sale of related 
items—not just hammers and saws, but the 
entire range of woodworking tools, woods and 
glass. In fact, it’s endorsed for use with hand 
and power tools by leading manufacturers. 
The basic assortment of Do-It-Yourself Alumi- 
num you purchase with the display rack gives 
you a well-stocked home improvement alumi- 
num center. For complete details about this 


FREE GOODS OFFER, write direct to: 


REYNOLDS METALS COMPANY 
RICHMOND 18, VIRGINIA 


Watch Reynolds exciting TV programs on NBC: 
The Dick Powell REYNOLDS ALUMINUM SHOW 
every other Tuesday; SAY WHEN, weekdays; 
ALL Star GOLF— in living color—every Saturday. 


Want more facts about ad on pages 92-93? Circle 128, p. 89 > 
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Strongest ever made! 


DOUBLE REINFORCED 
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Gering a garden hose quality. 
Gives even more value, adds more 
features at no extra cost. 


DOUBLE REINFORCED 4-PLY GAR- MIRROR FINISH — High eye-appeal even for 


DEN HOSE — Unequalled strength with heavi- 
est-duty nylon tire cord double knit in the strongest 
reinforcing weave ever made. 


COIL SPRING “SHOCK ABSORBER" 


-— Prevents pinching hose at faucet. . 
full water flow. 


SEAL OF QUALITY — Manufactured to con- 
form with U.S. Dept. of Commerce standards. 


MIRACLE L.P.A. BOOSTER INGRE- 
DIENT — Protects against ultra-violet rays. 


. guarantees 





promotionally priced hose. 
AWARD-WINNING PACKAGING — The 
facts clearly, quickly and completely. 

WHITE “SPRAY GUIDE” — Shows top side 
of 3-tube sprinkler. 

DEPENDABLE DELIVERIES — Fromstocks 
strategically warehoused in key cities. 

WRITE FOR FULL DETAILS on the new 
Double Reinforced Garden Hose with Coil Spring 
“Shock Absorber” and all of the top-rated Gering 
Garden Hose. Garden hose that’s easier to sell, and 
that keeps customers sold on you. 

















EXCLUSIVE 
2-PLY SUPER CONSTRUC- COIL SPRING 


TION GERING MIRROR = op 7 

FINISH GARDEN HOSE. SHAOCK ABSORBER 

Finest flexible vinyl ) 

plastic. hh 4 

2-PLY SUPER CONSTRUC- ; ; 

TION TURF MIRROR i | Colt Spring 

FINISH GARDEN HOSE. Oy aul — _ Prevents 

Features Seal of Quality. eo, this. 

GERING 3-TUBE SPRINK- 

LER. Exclusive “Spray 

Guide” shows top side. 

SOAKER-SPRINKLER. Soaks 

and sprinkles at the same 

time. ; 
Guarantees 

full water 


flow. 


Kenilworth, N. J. 
New York City showroom: 1150 Broadway 


SEE THE COMPLETE LINE OF GERING GARDEN HOSE- NATIONAL HOUSEWARES SHOW BOOTH 1321-23. 











STORE FRONTS BY PPG—regardless of your 
business— offer passers-by a friendly invitation 
with their modern, wide-open look. 
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Give full display to your store 


PPG glass store fronts provide an open look, attract more customers 


Glass does more than make your 
potential and regular customers 
feel welcome. Only glass gives you 
that “full store display’’—shows 
you off to best advantage—helps 
you sell more. 


Whatever business you’re in... 
shoes, furniture or food ...a PPG 
Full-store Display Front will soon 


pay for itself in more new business. 


We invite you to send for a free 
copy of “Put Your Best Store Front 
Forward” for details on PPG Full- 
store Display Fronts. Write: Pitts- 
burgh Plate Glass Company, Room 
1997, 632 Fort Duquesne Blvd., 
Pittsburgh 22, Pa. Or see your 
Pittsburgh branch or glass dealer. 





PPG has the complete store front package 
for you— whether you build or remodel: 
@ Pittsburgh Polished Plate Glass 
@ TUBELITE® aluminum-framed doors with glass 
panels 
HERCULITE® Tempered Plate Glass Doors 


WEST Polished Plate Giass Doors with aluminum, 
bronze or stainless steel frames 


PITTCO™ Store Front Metal 
PITTCOMATIC® Automatic Door Operator 


© PITTSBURGH PLATE GLASS COMPANY 


Paints « Glass * Chemicals « Fiber Glass 
G In Canada: Canadian Pittsburgh Industries Limited 
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(Continued from page 86) 
cial height adjusters on feet. Both 
styles are used with 24 x 36 in. 
rectangular top; 36-in. square top; 
and 36-in. diameter round top. Re- 
tail prices range from $5.98 to 
$12.98. Gerber Wrought Iron Prod- 
ucts, Inc., Dept. HA, 1510 Faitr- 
view Ave., St. Louis 32, Mo. 


Item 32 
Dispenser for window shades 
Clopay Sell-O-Matic display and 
stock handling window shade cen- 
ter will be the feature item at 
Booth 3214. The unit holds window 
shade stock, samples and cutter. 
Use of bi-level steel sectional com- 


partments provide a large area for 
stocking shades. Color-coordinated 
identification, transparent shrink 
wrapping are other features. Clo- 
pay Corp., Dept. HA, 1207 Clopay 
Place, Cincinnati, Ohio. 


Item 33 
New floor care products 


New floor care products to be 
exhibited at Booth 3264 include re- 
placement waxer pads for twin 
brush floor polisher, vacuum cleaner 
replacement hose kits, and vacuum 
cleaner replacement belts. All these 
items have their own merchandis- 
ers, which can be attached to the 
Home-Care vacuum bag display- 
merchandiser to form a complete 
floor care department. Home-Care 
Products, Inc., Dept. HA, 76-18 
Jamaica Ave., Woodhaven 21, N. Y. 


Item 34 
ice, snow remover for autos 
Among the products on display 


at Booth B-74 will be this auto ice 
and snow remover. It’s made of 


unbreakable polyethylene plastic 
and has a wood handle. The shovel 
end is 7-in. wide and the chopper 
end is 4-in. wide. Comes in coral, 
gold and lime to retail for $1. 
Jamick Mfg. Corp., Dept. HA, 351 
Atlantic Ave., Brooklyn 17, N. Y. 


Item 35 
Realistic statue fountains 


The Classic table fountain is 
Beco Products’ feature item to be 
displayed at Booth A-4s. It is a 
self-contained unit, requiring no 
plumbing. It comes in a 3-color gift 
carton to retail at $14.95. A match- 
ing floor stand is available to re- 
tail at $4.95. Figurines are of gold 
plastic while the bowl and stand 
are white gold onyx. It has a 115- 


volt, AC pump and motor and a 
6-ft cord with on-off switch. Beco 
Products Corp., Dept. HA, 5252 S. 
Kolmar Ave., Chicago 32, Ill. 


Item 36 

improved garbage pail 
Brittain’s improved 10 - gallon 

garbage pail will be shown at Booth 

2817. The pail has been replaced 

with side handles, giving the pail 

more strength and durability. Han- 








dles also give lid a tighter fit, and 
gives added strength for handling 
heavier loads. Brittain Sales Corp., 
Dept. HA, 1380 Main St., Cuya- 
hoga Falls, Ohio. 


Item 37 
Snap-coupling merchandiser 
Feature item at Booth A-13 is 


Deal No. 66 Snap-Coupling Mer- 
chandiser containing 35 assorted 


jet snap couplings. Included are 
two No. 600 jet aerators, two No. 
700 snap couplings with built-in jet 
aerator, 25 nipples in eight popular 
numbers, and six No. 630 couplers. 
Retail value of assortment is $34.60. 
Melard Mfg. Corp., Dept. HA, 2926 
White Plains Rd., New York, N. Y. 


Item 38 
Storing and serving jars 


On display at Booth 2976 will be 
these Deka storing and serving 
jars. The No. 30 Stor’ Jar is a 20- 
oz size to retail at 35¢ and the No. 
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50 is a 36-02 size to retail at 59¢. 
Both are made of high-heat poly- 
styrene with polyethylene lock- 
tight screw tops, crystal clear bot- 
toms, and Deka-rator color tops. 
They stack within or on top of 
each other. Deka Plastics, Inc., 
Dept. HA, 906 Westfield Ave., 
Elizabeth, N. J. 


Item 39 
Line of household products 


Hamilton Cosco will feature its 
complete line of household products 
at Booths 1375-1389. In addition, 
Cosco will introduce four new prod- 
ucts from its Household Division 
as well as last year’s best sellers 
which have acquired a new look. 
Hamilton Cosco, Inc., Dept. HA, 
2525 State St., Columbus, Ind. 


item 40 
Fold-away steel hanger 


Newest item in the Sanjo line, to 
be exhibited at Booth 112, is this 
Fold-Away Hanger Hook with a 
hidden pull-out compartment for 
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moth repellent. Hanger holds up to 
12 garments directly under the 
moth protecting vapors. Hanger 
arm swings out and can be folded 
flat when not in use. It has a 
bright nickel finish. Comes on a 
blister card for hang-up display. 
Retails for $1.29. Sanjo Utility 
Mfg. Co., Dept. HA, 37-45 Grand 
St., Brooklyn 11, N. Y. 


Item 4] 
New housewares items 


Several new Snyder products for 
1962 will be featured at Booth 2009. 
They include a line of pole lamps, 
new PoLampTenna, an upright in- 
door TV antenna with lamp and 
Directronic system. Other items to 
be introduced include Drip-Dry 
rods and clothes hanger rods for 
use while traveling. Snyder Mfg. 
Co., Dept. HA, 22nd & Ontario Sts., 
Philadelphia, Pa. 


Item 42 
Utility shelf, towel rings 

This 16-in. utility shelf with 
towel rings will be the feature item 
at Booth 2309. Unit holds up to 25- 
lb and keeps towel rings away from 
walls. Locking device assures slip- 


proof attachment of rings. Avail- 
able in Mirra-Chrome, white, black, 
yellow or pink brackets with clear- 
shelf. Mounting bracket can be at- 
tached to wall with glue or screws. 
Retails for $1.98. Mirra-Cote In- 
dustries, Dept. HA, Box 158, El 
Segundo, Calif. 


Item 43 
Close-woven door mat 

This American-made Cocoa door 
mat will be on display at Booth 
2701. It is made of 100-percent 
close-woven India Cocoa yarns and 
has a heavy colored braid border. 
The 1%-in. pile brush is guaran- 


teed. The 14 x 24-in. mat is packed 
in a self-selling, imprinted plastic 
bag. Meakins McKinnon, Inc., Dept. 
HA, 378 Niagara St., Lockport, 
tee 


Item 44 

1-gal food, beverage jug 
Life-Like Products’ l-gal jug to 

be introduced at Booth 2964 can 


hold a full gallon of hot or cold 
food or beverages and will main- 


tain a constant temperature for 
hours. The jug is 1ll-in. high x 7- 
in. wide x 9-in. long. Retail price 
is $3.49. Life-Like Products, Inc., 
Dept. HA, 1620 Union Ave., Balti- 
more 11, Md. 


Item 45 
Beverage server, casseroles 

A 8-cup Corning Ware beverage 
server and new Early American 
casseroles by Pyrex Ware will be 
among products on display at 





SELL in VOLUME to both 
men and women..«.« 


UNION 
CARBIDE 





Useful, Quality-Built, 
Low-Priced Utility Cabinets 


Women love the colored plastic 
frames and efficiency of the clear 
drawers. This impulse item is perfect 
for storing jewelry, sewing supplies, 
medicine, cosmetics . . . practical 
for use in every room in the house. 





The grey metal framed models are 
the man’s best friend on his work 
bench, hobby area, garage . . . keep 
all small parts neat, clean, and 
orderly. 


rs 
4 
LET PLA RRR RES 


New catalog with complete sales and 
pricing information available from... 


oe AKRO-MILS CABINETS 


Box 989-HA3 Akron 9, Ohio 
EE more facts? Circle 130, p. 89 


BEAUTY — QUALITY — RELIABILITY 
i No. 520—Kitchen Tools Assortment 


Designed to meet the demands of retailers throughout 
j the nation, this self-service kitchen-tools department 
§ identifies each item by name and number, and comes 
I complete with mounting hardware and price-mark areas. 





4 24” wide 
7-1@).)2 ON BRASS > ’ 
ya 5” deep, 


Kitchen Tools _ .. 30*high. 


hy iRVIN-WARE 


Permanent 
colorful 
display, 
capable of 
holding 45 
items is 
FREE 
with your 
order of 

1 doz. ea. 
of these 
15 items 


4 ALL ITEMS 
* ARE SHOWN 
AVAILABLE 

IN OPEN STOCK 


UNION 
CARBIDE 


x x 7 < 


IRVIN WARE COMPANY 
43-30 38th Street + L.1. City 1, N.Y. 
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Booths 881, 1081, and 1284. The 
server is made of Pyroceram glass- 
ceramic material, decorated with 
the Corning Ware blue cornflower. 
It retails for $4.95. Three casse- 
roles decorated with 22-karat gold 
design on rich Colonial brown com- 
prise the Early American bake- 


ware groups. The items include a 
2%4-qt and 1%-qt casserole and a 
144-qt divided bake-and-serve dish. 
Retail prices are $3.95 for large 
casserole and $2.95 for the other 
two items. Corning Glass Works, 


Dept. HA, Corning, N. Y. 





1 

5 POUND 
BOX 
that Is 
STRONG 
AS AN 
OX! 


... filled with Milwaukee Wrot Washers, 
sparkling clean and rust-resistant! 








Item 46 
Self-adhesive table pads 


Columbus Coated Fabrics 1962 
line of housewares products at 
Booth 2331 include oil cloth, Plasto- 


lyn vinyl-coated nap-backed table 
coverings, Col-O-Foam_ budget- 
priced place mats, Cling, the self- 
adhesive vinyl decorating material 
and Col-O-Foam table pads 
(shown). Each of these items have 
been restyled. Columbus Coated 
Fabrics Co., Dept., HA, 7th & Grant 
Ave., Columbus 16, Ohvo. 


Item 47 
Complete garden hose line 

The complete line of Gering gar- 
den hose will be shown at Booth 
No. 1825 along with a new line of 
domestic hibachis including a 12 x 
20-in. size. In addition, new Her- 


culean lawnmowers and barbeque 
line will also be shown. Herculean 


Milwaukee Wrought Washer’s new 5 lb. box is another example of the 
washer industry’s most durable and practical packaging @ Check it 
against others — both package and contents. You’ll find the box is 
colorful and distinctive, the washers inside clean and treated against 
rust, or plated if you so specify. Just the way your customers want 
them @ Milwaukee Wrot Washers in the new 5 lb. box come in a 
range of standard sizes, packed 20 per outer container. Order from 
your jobber, or write us — and be sure you stock the entire line to 
get more washer sales! 


Products., Dept. HA, 1150 Broad- 
way, New York 1, N. Y. 


Item 48 
Two-thumbed hot pad mitt 

One of the feature items at Booth 
372 will be this two-thumbed hot 
pad mitt called Mitt-Wits. The mitt 


can be worn on either hand. It is 
heavily padded and guaranteed 


PART OF THE MOST 
COMPLETE PACKAGED LINE 
YOU CAN BUY... 

AND SELL 


Write today for 
Catalog 75... yours 
for the asking. 





2108 S. BAY ST., MILWAUKEE 7, WIS. + SHeridan 4-0771 + twx Mi 277 


WORLD'S LARGEST PRODUCER OF WASHERS 
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washable. Comes in a poly bag 
with brass eyelet and colorful il- 
lustrated insert to retail for $1. 
Parvin Mfg. Co., Dept. HA, 1149 
S. San Pedro St., Los Angeles 15, 
Calif. 


Item 49 
New drinkware patterns 


Among the wide assortment of 
economy-priced drinkware to be fea- 
tured at Booth 1200 are these four 
new patterns. Left to right, they 
are the Coins, Red Rose, Sunny 
Day, and Mosaic. They come in 
6-0oz juice glasses, 942-oz water 
glasses, 114-o0z tumblers, 16-0z ice 
teas, 22-oz giant ice teas, and a 67- 





oz Ice Lip Pitcher. Also shown will 
be the new Sapphire Blue Spires 
molded glass drinkware, glasses 
and pitcher, with a cut glass look. 
Jeannette Glass Co., Dept. HA, 
Jeannette, Pa. 


Item 50 
Metal home storage units 


Lerner’s decorator wrought iron 
home storage units will be shown 
in Booth 2001. Model R_ 123 
(shown), has 12 shoe-and-accessory 


drawer chests with additional] shelf 
for extra storage. Each drawer is 
12% x 63% x 4 in. Unit can be 
used in bedroom, bathroom, utility 





closet, pantry. Approximate retail 
price is $39.50. Model R 66 has 
six drawers measuring 14 2/4 x 11 
x 4 in. Retail price is approximate- 
ly $35.95. Stuart M. Lerner, Inc., 
Dept. HA. 525 Broad Hollow Rd., 
Melville, N. Y. 


Item 51 
Embossed waste basket line 


A new line of decorative em- 
bossed metal waste baskets will be 
introduced at Booth 1701. One of 








LOWEST PRICES IN U.S.A. 


PORTABLE * 
PATIO LAMP 


Excellent all- 
around usage: 
outdoors and 
indoors. Rug- 
ged heavy duty 
wire and 
clamp. Protec- 
tive vinyl- 
coated. Rust- 
proof, weather- 
proof. Individ- 
ually cartoned. 


ee a , 
ah, 


q DE LUXE, JUMBO 


Spotlight 


100 ft. heavy duty, steel 
core clothes line guaranteed 


KS on ae. PLASTIC CLOTHES LINE 


for 2 years «gainst stretch- 


W a ing or sagging. Resists mil- 
, " dew and dirt; fast-drying. In 
: | eye-catching vinyl bag. 


pp-lite 


fast HEAVY DUTY TROUBLE LITES 


New, permanent sidelok cage has open wire 
guide to change bulb. Shockproof handle. 
U/L approved socket with red lever current 


i ove is indicator. Heavily jacketed wire. 


EXTENSION ‘ 
CORD 


A terrific 
promotional 
item. Over- 
size and rug- 
ged for  in- 
door and out- 
door use. 
Guaranteed 
unbreakable 
rubber con- 
nectors. Red, 
green, 

in 15’, 25’, 60’, 
100’ lengths. 


drop-lite ELECTRIC MFG. CORP 


307 FIRST ST., BROOKLYN 15, N. Y. HY 9-4554 
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THE 
BASE IS 


CAST-IRON | 


THE 
FINISH IS 
PORCELAIN 


PRIZER-WARE 


helps you make 
sales that started 
years ago! 


You'll have to look far and wide to find 
customers who are not familiar with the 
advantages of using cast-iron cookware. 
Most have been raised in homes where 
it was a daily habit . . . and they never 
forget it. 

Today, Prizer-Ware takes the Amer- 
ican traditional cast-iron cookware and 
adds a smooth gleaming porcelain finish 
to answer the desire for color and 
beauty in modern kitchens. 

Cast-iron for old-fashioned flavor and 
the lasting beauty of porcelain—a com- 
bination that means extra sales for you. 

Ask for details with the coupon below. 


it’s 


PRIZER- 
WARES 


PRIZER-WARE, Reading, Pa. 
Gentlemen: Will you please— 
[-] Have your representative call. 
[] Send me catalog and details. 





NAME 








STORE 
ADDRESS 


| city STATE 














Rive cee comme eee ee oe ee 
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the models featured in the line is 
this No. 130 flower basket which 
has a still-life fresh-cut flowers and 
gardening equipment embossed in 
relief. Flowers are in full color, 
utensils in chrome and copper. Of- 
fered in a 12-qt tapered oval shape. 
Also available in 12-qt straight- 
sided oval and 26-qt tapered round 
shapes. Weinman Bros. Inc., Dept. 
HA, 3260 W. Grand Ave., Chicago 
51, Lil. 


f 


Item 52 
Portable barbecue unit 


The No. 2-64 Electro-Char-Koler 
is one of two new portable barbecue 
units to be featured at Booth 1142. 
This unit combines the flavor of 
charcoal grilling with electric spit 
cooking by a UL approved electric 


element. It is a barrel-type table 
model, easily transported by a 
large bar handle on top of the 
smoker hood. It will fit any stand- 
ard utility or kitchen table. Comes 
in desert sand finish, retails for 
$57.75. Big Boy Mfg. Co., Dept. 
HA. 59 E. Orange Grove Ave., 
Burbank, Calif. 


Item 53 
New automatic appliance 


Among the feature items to be 
exhibited by West Bend at Booths 
1025-35 will be this new Automatic 
4-in-1 appliance for frying, grill- 
ing, roasting, and serving. The 
appliance, with cover, is 17‘ in. 
long, 11% in. wide and 9 in. high 
to accommodate large roasts, ham 


or fowl. Without cover it can be 
used as skillet and griddle. Fea- 
tures controlled heat, evenly bal- 
anced and spread through extra- 
thick aluminum over entire cook- 
ing surface. Suggested retail is 
$29.95. West Bend Co., Dept. HA, 
West Bend, Wis. 


Item 54 
Barbecue accessories line 


Ace Mfg. Co. will introduce its 
Americana line of stainless steel 
barbecue tools at Booth 540. Line 
consists of a turner, fork, brush, 
spoon and fire rake, ali 20-in. long 
and a pair of tongs, 15-in. long. A 
stainless steel hanging rack to hold 
six tools is also available. Tools 
have a ridged walnut finished han- 
dle and a leather thong for ease 
in hanging. The turner, fork, 
brush, spoon and fire rake retail 
for $1; the tongs for $1.50; the 
hanger for $1.29. Three Gift-Pak 
sets are also available from $3.95 
to $6.95. Ace Mfg. Co., Inc., Dept. 
HA, Chalfont, Pa. 


Item 55 
Portable hair dryer 


Feature item at Booth 984-990 
is this new Dominion portable hair 
dryer styled in white and gold. The 
lightweight unit is worn like a 
shoulder bag, permitting user to 
walk around, cook or clean while 
hair is drying. Three-button 
switches provide instant heat se- 
lection, flexible hose and adjustable 
vinyl drying hood concentrate air 





on the hair for faster drying re- 
sults. Comes with a viny] Stor-All 
carrying bag. Other uses include 
drying nail polish, lingerie, hos- 
iery, etc. Dominion Electric Corp., 
Dept. HA, 120-50 N. Elm St., 
Mansfield, Ohio. 


Item 56 
New plastic veneer patterns 


The new Spring line of Con-Tact 
patterns to be exhibited at Booth 
1107 is a colorful group of six new 
designs. The line includes two flo- 
rals, a wood pattern, a tweed tex- 
ture-look, a small geometric and a 
new color in the Rhapsody cloud 


" " 
; : 

t 

5 


§ 
ae 
; 
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effect. The wood pattern, called 
Antique Pine (shown), is a repro- 
ductive treatment of actual wood 
paneling in a warm amber color. 
Comark Plastics Div., Cohn-Hall- 
Marx Co., Dept. Ha, 1407 Broad- 
way, New York 18, N. Y. 


Item 57 
Modern portable coolers 


Complete lines of Marvelaire and 
Sterling portable coolers at retail 
prices from $34.95 to $89.95 will 
be exhibited at Booth 2919. Cool- 
ers feature large capacity blowers 
and motors, multiple speed controls 
and optional cooling or ventilating 





TT \\ ee 


"sda YOU CANT 
eee STOCK IT 
FAST ENOUGH! 


2 COLORS GREEN OR BROWN 
A NATURAL for any HOUSE- 
WARES or — DEPT. 


39¢ size available in 
2 dozen self-serve 


Economy $1.00 rolls available, 12” x 24”. 
FOR LAMPS 


ASH TRAYS TY ENDS 


See your jobber or write direct te: 


scratch- 
proofs 
everything 


SILVER 
DRAWERS 


Forest City Products, Inc., 


722 Bolivar. Road, Cleveland 15, Ohio 
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NEW, LOW PRICES 
KLAMPON 


Re-usable Menders & Couplings for Plastic or Rubber Hose 








PATENT NO. 2,725,246 


Revolutionary, new KLAMPOWNS are now in the same 


price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 
or couple two pieces of plain-end hose. Just insert hose ends and press 
the lever down. 


KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 


Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 
visual-packed for self-service. 


Made of solid, rust-resistant metal, with tempered steel spring. 
See them at Booths 714, 716, 718 NATIONAL HOUSEWARES EXHIBIT 
McCormick Place, Chicago, Jan. 15 to 19 incl. 
WRITE FOR 1962 GARDEN CATALOG © FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
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veryone 


WANTS SHARP 
KNIVES 
THE 


SHARPENERS 


WITH MAGIC CARBIDE JEWELS 


/ 


ASPB-59 


PEG 
BOARD 
DISPLAY 


You pay for contents only. 
Contains 1 Doz. Sharpeners. 
Meosures only 8” x 15”. 


SELLS-ON-SIGHT because ... 


e Sharpens any knife in seconds, professionally! 


e Only three light strokes to 
sharpen effortlessly! 


eSix attractive Decorator Colors 
¢ Money Back Guarantee 
Transparent acetate packaging 
Self-dispensing, eye-level merchandising 


eSelf-service impulse sales 
produce extra profits 


¢ Nationally Advertised to 
millions of housewives 


YOUR JOBBER HAS THEM OR MAIL THIS COUPON 





. 
ce" > NEW ENGLAND CARBIDE TOOL CO., INC. 
55A Commercial $t., Medford 55, Mass. 


; Send me information and prices on 
ALADDIN CARBIDE KNIFE SHARPENERS 
and free Peg Board Display. 


PIRINEEE “Asinibicttsnirncun 
RT. cakeibivierdinseesinns 





ADDRESS ... 
CITY 
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control on all models. Can be used 
for spot cooling when used with 
water, or year-round ventilation 
when used without water. Units 
are UL approved and carry one- 
year guarantee. Essick Mfg. Co., 
Dept. HA, 1950 Santa Fe Ave., Los 
Angeles 21, Calif. 


Item 58 
Dripless latex-base paint 


Proctor’s Dripless Latex wall 
paint will be shown at Booth 2983. 
Paint requires no stirring or mix- 
ing; needs no primer; won’t drip, 
spatter, streak or run; dries in 
minutes and leaves no odor. Comes 
in half-gallon size. Gallon size re- 
tails for $3.99. Proctor Paint & 
Varnish Co., Dept. HA, 143 Wood- 
worth Ave., Yonkers, N. Y. 


Item 59 
Household fans, rotisserie 

Two new economy-priced 20-in. 
household fans and an improved 
model of its all-glass rotisserie will 
be shown by Berns Air King at 


4 








Booth 534. The portable multi-pur- 
pose fan (shown) has 2-speed push- 
button control. It can be used for 
window, table or floor cooling and 
includes a chrome handle for easy 
carrying to any location. Its bright 
plated safety grills can be easily 
snapped-out for cleaning of the 
blade or housing. The unit can be 
used as an intake or exhaust fan. 
Features beige tone finish. Berns 
Air King Corp., Dept. HA, 3050 
N. Rockwell St., Chicago 18, Ill. 


Item 60 
Large capacity barbecue 

This Hi-Lo large-capacity bar- 
becue grill, Model No. H-302, will 
be featured at Booth 185. A 20-lb 
turkey and two 3-lb chickens can 
be roasted on rotisserie while 
steaks, chops, etc., are being cooked 
on grill. Unit features full-hinged 
smoker hood, up front heat control, 
electric rotisserie with UL ap- 
proved motor. It’s finished in heat- 
resistant black and turquoise enam- 
el. Unit with fixed half-hood in- 
stead of full-hood, Model No. H-301, 
is also available. Union Steel Prod- 
ucts Co., Dept. HA, 500 N. Berrien, 
Albion, Mich. 


Item 61 
Fruit & vegetable juicer 


The Udico electric fruit and 
vegetable jvicers to be shown at 
Booth 1545 eject fibrous pulp auto- 


matically. Strainer is mounted on 
heavy-duty ball bearings to relieve 
motor bearings of wear and pro- 





vide long life. Other features are 
a heavy-duty, speed-controlled mo- 
tor, washable piastic bag for dis- 
posal, and neoprene suction cups 
on bottom to hold unit firm. Comes 
in white with either pastel green, 
gold or polished chrome trim. 
Union Die Casting Co., Dept. HA, 
676 W. Putnam Drive, Whittier, 
Calif. 


Item 62 
Receptacle on wheels 


Among the new items to be ex- 
hibited at Booth 319 is this Roll-A- 
Bin which serves as a handy work 
aide around the home and for 
commercial plants. The unit con- 
sists of a heavy-duty steel truck 
with easy-to-roll wheels and a light- 


weight, removable plastic con- 
tainer. The container is molded 
throughout. Comes in a sandalwood 
color and can be replaced when 
needed. Como Plastics, Inc., Dept. 
HA, 2455 National Rd., Columbus, 
Ind. 


Item 63 
Expanded pantryware line 
This new canister bin is the lat- 
est addition to the Masterware line 
of pantryware products. It will be 
among the items featured at Booth 
(Continued on page 106) 





FULLER Eiger 


: nti de 
_ CARBIDE TIPPED 
. GuUsRAnTESE 


oO 





Me» 3 


ed 


® afeloeictic 
ASSORTMENT NO. 19 


ORDER TODAY 


Contains 2 each of 5 most wanted 
sizes. Each bit blister packed and 
pre-priced. FREE DISPLAY RACK. 


DEALER COST $6.65 per asst. 
Fuller Tools are manufactured in the U.S.A., 
England and other countries to highest 


standards and are branded and uncondi- 
tionally guaranteed. 


152-35 Tenth Ave., Whitestone 57, N. Y. 
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i STPROOF ZINC ALLOY NEW + oe ana 
@ wing. JFLEXO-SPAR 


AND ASSORTMENT 


“DIAMOND™ PERFORATED 
ae SHELVING ... 

you'LL ENJO 
PLUS SALES — PLUS PROFITS 
: WITH NEW, LOW COST 
Selecting counter Gnplays: coer eens 
party oeaden sizes of 09 NEW CATALOG 
Also in bulk or packaged 100/box LOWEK PRICES 
in complete range of thread sizes. ON SELF-SERVICE MULTIPLE BASE UNITS — 
yar ge va Gntls complete OTHER FIXTURES AND FIXTURE HARDWARE. 


line of hooks, etc. WRITE TODAY FOR YOUR 
fe. FREE 
WHOLESALE DISCOUNT CATALOG 


GRIES REPRODUCER CORP. NEW LOWER PRICES 


World’s f t producer of small die weg 
iat Seouiaed Peto New Rochelle, ADD SALES co. 
Phone: (914) NEw Rochelle sane. 824 York St. Manitowoc, Wisceoasia 
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NEW SAIL 








RECIPRO SAW 


ba 





ASMASHING SUCCESS 
-INJUST 


Production tripled to meet overwhelming 
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Dealers everywhere are ordering and reordering 
the new Skil Model 577 Recipro Saw at a truly spectacular 
pace! In fact, we’ve had to increase production 307% to 
keep up with the record-shattering demand. Why this 
extraordinary response? 


For one thing, there's never been a saw like the 
Recipro Saw! It’s the first power tool for the hardware 
market that handles any cutting job from 6” fence posts 
to thin plastic . . . soft woods to plaster and steel . . . in- 


tricate scrollwork to rip and cross cuts. 


There never has been a bigger money-maker, 
either! Priced at $49.95, it already out-sells many of the 
traditional fast-moving power tools in the under $20 
class. Which means dealers are making two and three 
times more profit per sale—and at a higher turnover 
rate to boot! 


And don't forget Recipro Saw blades! Selling the 
tool is just the beginning of a long and highly profitable 
replacement blade business, since customers need and 
want a wide selection of blades, too! 


Flush cuts—even into corners 
—without attachments. 


Makes miter and bevel cuts 
in heavy lumber, beams. 


Cross-cuts wood, angle iron, 
pipe and compositions. 


Scroll, pattern cuts made 
with standard jig saw blades. 


























e 


Only 


&: 


eee Model 577 Complete with 
3 blades 


4 


eae 


ee 


dealer demand! acimiesaes 


Let's face it! .. How often do you get the opportunity a 
to sell (1) a completely new kind of tool, with (2) tremen- MERCHANDISER ; 
dous user appeal, (3) outstanding profit potential, (4) fast 
turnover, and (5) no competition! 


3 
je 


Get full 50% mark-up on this re- 
peat Skil blade business. Huge 


| PP 


Need we say more? Get your order to your whole- market because they also fit 
saler todav! Or for further most industrial type models. 
y° Order No. 25660 Blade Assort- 


information write: Skil $i VL. criiah itl nnubdacsn: at Sons Catt 
Corporation, Dept. 503L, over blades) with Free, All-Steel 
5033 Elston Avenue, Display—only 12” high. 
Chicago 30, Illinois. POWER TOOLS 


‘*Roughing-in"’ cuts in walls, Big cutting capacity—even Rip cuts most materials Pocket cuts are easy—even 
ceiling and floors. saws 6” fence posts, logs. including corrugated steel. makes its own starting hole. 
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1055. Each of four carefully-fitted 
canisters is easily removed for in- 
dividual use elsewhere if desired. 
Available in all-chrome, chrome 
and enamel and wood grained fin- 
ishes. Retail prices from $8.98 to 
$11,98, slightly higher in West and 
South. Master Metal Products, 


Item 64 
2-galion sprinkler can 


This HanD-Sprinkl Can will be 
introduced at Booth 2051. The 2- 
gal can features a leak-proof fun- 
nel designed to control flow of 
water to spout to allow accurate 


waste. It is made of heavy gauge 


Dept. HA, Box 95, Buffalo, N. Y. sprinkling and minimize water 


galvanized steel, vinyl plastic coat- 
ed on the inside. Body and funnel 
are finished in bright green and 
yellow, handles and spout in alu- 
minum. Free-flow nozzle can be re- 
moved for cleaning or to provide 
a solid stream of water. Edward 
Industries, Inc., Dept. Ha, 6260 N. 
Northwest Highway, Chicago 31, 
Ill. 





Item 65 
Home ice cream freezers 


Two modern styled home ice 
cream freezers, a hand-operated 
model and an electric model, will 
be on display at Booth 2428. The 
electric model has a fiber glass tub, 
die-cast aluminum frame and bur- 
nished aluminum cream can cover. 
Unit has induction type motor, AC 
current, 50-60 cycle, 105-115 volt, 
UL approved. Available in 4-qt and 
6-qt sizes in choice of three colors. 
Suggested retail prices are $31.95 
for 4-qt size, $35.95 for 6-qt size. 
Prices slightly higher in West. 
J. E. Porter Corp., Dept. HA, 
Ottawa, Ill. 


The World’s Finest Closet Seat 
Item 66 
Dust bags sales aids 


Two new promotion aids for the 
Dustpak line of disposable vacuum 
cleaner dust bags will be featured 
at Booth B-93. One is a swivel dis- 
play rack to carry bags for all 
types of models, canister, tank, and 
upright. The other aid is a_pre- 
mium coupon in every package. 
The coupon with a 25¢ handling 
charge are redeemable by custom- 
ers for Dustpak vacuum bags. 
Dustpak Ltd., Inc., Dept. HA, 205 
N. 7th St., Brooklyn 11, N. Y. 


SOLID PLASTIC TOILET SEAT 
NO. 170 


e the color goes all the way through « flat 
seamless surfaces +¢ withstands hundreds 
of pounds of pressure « vinyl replaceable 
bumpers « plastic covered hinges 
VISIT US AT OUR BOOTHS 
A-69 and A-17 N.H.M.A. Show Jan. 15-19 
AMERICAN PLASTIC PRODUCTS CO. 


Hamtramck, Michigan 
Want more facts? Circle 143, p. 89 
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~a. 
~ NEBR Sherman 
THAN promotions for 67 


SUPER ae 
SALESMAKER | 50% aia PROFIT 
£ - . . ian . SALES - 24 No, 33 WAVE KING 


eV” Dealer Cost _ 35.40 
PACEMAKER MAKER occ beser prot 525.0 
| PLUS FREE FLOOR DISPLAY 
PROM SPECIA oes limited sup- 
2 — No. 1000 TRAVELER... 


@ $49.95......... $ 99.90 ~ S ( FR 
| 3 — No. 2000 RAINGER. . .. iA. H PP 

The Best Lawn Sprinkler Salesman There @ go795 $ 83.95 eS Oia 

Is! Puts anactualsprinkler demonstration Total Retail Value. . .$183,75 Ak STOPPER 

right in your store. Simply fill with water Dealer Cost a a 

and plug in... . really sells ROCK'N RAINS, . 46% PROFIT... . $83.75 Seen Ween) FREE! New 2\Way coun: 
PLUS FREE FLOOR DISPLAY Stinifs 8 a CER 
(Offer expires Jan. 31, 1962) ee it's a complete Lawn & 

ah ps: ~ , Garden Nozzle and 


Hose Accessory De- 


plus these sizzlers! Seino 
LUXURY LAWN WAVE KING = SPRAY KING 1962 


Complete Home A Sizzier! Brand new A promotional nozzle 
Sprinkler Kit. Has in "62... has ex- — another Sizzier! CATALOG 
bake. : Rene oa oe ee pene ny = — 

. IN Sprin- o water eren control for fine mis . 
kler and chrome shapes .. . new or long stream. It’s Sherman's colorful 
SPRAY LOCK Lever modern design... . brand new in '62 and 
Nozzle, packed to- Es oscillating action. designed to sell! new Lawn & Garden 
gether in attractive An amazing |0W =a 


display box. . price... . @ real Game” | 
ae ai » Sizzler! ~ ae => catalog now ready : 
ns ™ ; - 


Write for your copy! 


H.B. Sherman MANUFACTURING CO. / BATTLE CREEK, MICHIGAN 
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Prominent sign boosts 
rental tool business 


Is your tool rental business less 
active than you’d hoped it might 
be? 

Perhaps your advertising of this 
facility is at fault. The better 
known this service becomes, the 
more business it will do. 

If you have a wide assortment of 
rental tools, boast about it with a 
large, strategically placed instore 


sign that is sure to catch the eye 
of all customers. 

The H. Lorleberg Co. of Ocono- 
mowoe, Wis., carries an unusually 
broad line of rental tools, includ- 
ing such items as appliance trucks, 
rug cleaners and calk irons. This 
varied list brings a lot of do-it- 
yourselfers into Lorleberg’s. The 
rental list is matched by an equally 
extensive line of hand and power 
tools for sale. 

Lorleberg’s has both a front and 





AUTO-FLO and 


UNIVERSAL 
Fiber Glass 


EVAPORATOR 
drise | 


ey Bm 
5 & eS ek 
% 


SET 


CATALOG #165 
24 PER 


OF 5 CARTON 


7 ae i 


New Display Package — 


Top Features — Make Them Sell Faster 
e 50% more Evaporating Capacity 
e Feather-light, Unbreakable! Inexpensive handling, 


CATALOG #170 
eee §6SET 24 PER 
WITH ; , 
RUSTPROOF —*% oo OF 5 CARTON 
DRAIN CLIPS e Cen” ae 


Auto-Fio “150” 
umidifier 


c 


Auto-Flo Fuel Auto-Flo 


storage and shipping 
@ Last longer, more effective life 
@ Built-in Sacrificial Anode 


Auto-Flo Power 


Dit Filters Air Filter Humidifier 
a 





$i x J 4 ' 3 ~ 
< > 4 wee BS Sees ' = “ 
wy j . 2 " : : : . 
yee -, J = re “ ~~ = 4 a” 
: Z tad oy nase NOt ee , . aa 


World's Largest Manufacturer of Automatic Humidifiers 


12085 Dixie St. 
Detroit 39, Mich. 


1305 Windsor 
Windsor, Ontario 
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Key rental items featured. 


rear entrance opening on a munici- 
pal parking lot. Capitalizing on 
this natural traffic flow to boost 
rental business, store manager H. 
Scherffius put up a large sign list- 
ing all the tools Lorleberg’s rents, 
along with the daily rate. 

The prominence of this sign so 
that all traffic entering the store 
must see it has boosted tool rentals 
considerably, said Mr. Scherffius. 


Batteries: An item 
becomes whole section 


Many hardware dealers are sell- 
ing many types of batteries in this 
missile age. What was once one or 
two items has become a small de- 
partment of itself. And the needs 
and uses for batteries are growing. 

There are dozens of types of for- 
eign and domestic transistor radios, 
tape recorders, and record players 
in use. Most are battery powered, 
and the types of batteries needed 
for replacements are numerous. 

Each year, more types of toys 
and trains, and scientific kits are 
leaning to batteries for power. 
Household items such as clocks and 
hand mixers with battery power 
are growing in number. 

Cordless electric tools, with com- 
plicated battery power cells, will be 
more numerous as time rolls by. 
Even power mowers are available 
now with battery power. 

Not to be forgotten are batteries 
for flashlights and doorbell cir- 
cuits, the old standbys. 

Who can tell how far modern 
designing will go? There is no 
question of the value of stocking 
and selling popular sized battery 
replacements, nor of watching fu- 
ture developments for still further 
expansion of the line. 


see we 


eS 





you sell them all 


with PRO-TEX 


America’s only complete line of 
metal & asbestos STOVE & TABLE MATS 


The BUDGET STRETCHER 


Shops cautiously. Makes one dollar do the work of 
two. Capture her attention with low price, fast turn- 
over, high volume Pro-Tex designs. 


The ARTY TYPE 


Loves only flowery patterns in her kitchen. For this 
gal Pro-Tex offers beautiful and popularly priced 
medallion styles. 


> ii, ) 


Wp 


The DELUsE SET 


Buys only the finest. Pro-Tex exciusive Poly Wrap 
line will charm her instantly. Several exquisite 
stove mats in this group. 


NO MATTER WHAT YOUR CLIENTELE... OR 
YOUR TYPE OF SELLING ORGANIZATION... 
THERE’S A STOVE MAT TO PRODUCE BIG 
PROFITS FOR YOU. AND REMEMBER... 
YOUR CUSTOMER ALWAYS GETS THE 
FINEST QUALITY AND BEST VALUE! 
Pro-Tex Stove Mats come in all sizes, styles, colors and in 
| a complete range of prices. 
‘ Write today for the Pro-Tex story. pS | 


Ballonoft METAL PRODUCTS COMPANY 


2490 Lee Bivd., P. O. Box 3573, Cle 


See us at the Housewares Show. Booths 969-971-973 
Want more facts? Circle 146, p. 89 





Goodell makes a dollar 
do more thanadollar’s 


work! There’s no magicaanm 
no twisted wordS a agaae 
just plain old New England 
“horse sense’m Goodell simply 
uses Small Town economys the 
latest in equipment plus the 
highest quality materials avail- 
ables Hundreds of Hardware 





buyers are profiting by these 
-factsm You should toos 


Here's proof! Tool (as shown) with black, 
shatterproof plastic handle guaranteed not 
to dissolve when cleaned with acetone or 
paint remover. 5O¢ sug. list— 


COMPARE GOODELL QUALITY . 


Write for Free Sample on your letterhead to- 
day and ask about our Discount Schedule. 


A GOODELL COMPANY 
ANTRIM, NEW HAMPSHIRE 
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CASH IN ON 
HIGH STYLE 


FOR THE HOME 


Now Bassick lets you in on a money- 
maker. 

Your store can sell the new “Bassick 
Ball” casters—in an eye-catching, easy 
to display, easy-to-carry-home pack- 
age of four. You’ll cash in on the grow- 
ing trend to high styling and smooth 
good looks that is sweeping the furni- 
ture design world today. 

“Bassick Ball” casters were designed 
with deep-pile carpets in mind. Their 
wide treads and easy swiveling prevent 
damage to expensive floors and rugs 
and make it especially easy to move 
furniture for cleaning and room reor- 
ganization. 

Available in polished brass, satin 
brass, statuary bronze, English an- 
tique, polished chrome, or satin chrome 
finishes. And with swivel top plate and 
a variety of stems to fit most furniture. 
Ask your Bassick distributor about 
them today. THE BASSICK COMPANY, 
Bridgeport 5, Conn. In Canada: Belle- 
ville, Ont. 








what is being said by and 


about discount houses... . 


These excerpts from various sources are presented to give you background on 
the currents sweeping this field. Original sources are given in case you want to 
refer to the complete discussion. 


‘‘Make no mistake, we in this field (discounting) are 
already feeling a lot of pressure from our competitors 
and customers to provide more free services, fancy fix- 
tures and the like. But we can’t allow ourselves to be- 
come anything but what we are. We are low-cost, low- 
overhead, volume operators and if we change, we're 
dead.’-—Phil S. Hirchman, MORE discount stores— 
Home Furnishings Daily—10/31/61 


“If, as a retailer, you are not in a position to compete on the 
basis of price alone . . . you have one recourse—you will have 
to compete with ideas. . . . The key to competing successfully 
today is simple: (1) Get a specialty; (2) Get famous for your 
specialty. Develop and carry out ideas that continually enhance 
your specialty.’-——-Ralf Shockey—Department Store Economist 
—October, 1961 


. “One-level stores definitely have a size limitation 
based on the customer’s refusal to walk a big distance; 
a 70,000 square foot store is now considered the most 
productive in dollars per square foot. It’s not profitable 
to set up a discount store in a trading area of less than 
50,000 people.’’—National Retail Merchants Assn. Spe- 
cial Bulletin—11/20/61 


Speakers and their topics to be featured at the National Dis- 
count Merchants Show seminars Jan. 7-10 in Chicago will include 
a retail drug chain executive discussing a “‘Program for Store 
Development,”’ a discount store operator on ‘‘How to Meet Com- 
petition and Still Make a Profit,’’ and a management consultant 
discount specialist on ‘‘Rebuilding an Unprofitable Store.’’—an- 
nouncement from National Discount Merchants Show 


“The discount boys think they are waging a nuclear 
attack on the whole field of retailing. They fancy them- 
selves the pioneers of retailing and that the so-called 
traditional department store is a doddering old dodo. But 
these adolescent retail kids . . . also have a lot to learn. 

‘Has one of the discount upstarts ever lived through 
a depression or a real recession or a real price war 
among themselves? Can’t you see them running like 
scared rabbits and perhaps seeking some retail advice 
from their retail elders?’’—Alfred C. Thompson, National 
Retail Merchants Assn. president, reported in the New 
York Times of 11/8/61 


An analysis of new discount houses (open and closed end) re- 
veals a fact that may be startling to many marketing executives. 
Essentially, most of the new discounters are only landlords. To 
be more exact, they are sellers of franchises.—Grey Matter— 
May, 1961. 
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How to build a 
3-way profit—with 
PENNVERNON* 
Window Glass 


THERE are three profits you can make when 
you let your customers know that you sell 
PPG PENNVERNON® Window Glass: 


@ the profit you make on the glass itself 
@ the one on sale of glass-installing accessories 


e@ and on the other purchases your customers re- 
member when they’re in your store. 


What’s more, there’s no need to tie up hard- 
earned profits in costly inventories or space. 
Your local PPG branch or distributor pro- 
vides quick delivery on any size of PENNVERNON 
Window Glass 

And that’s not all—you’re creating cus- 
tomer good will by giving him the best. PPG 
PENNVERNON Window Glass has a surface fin- 
ish that is scratch-resistant and exceptionally 
brilliant on both sides. No other window glass 
surpasses PENNVERNON for clarity and free- 
dom from distortion. For further information 
and promotional material see your PPG branch 
or distributor. 





| PennueRnon : the world's finest 


+ WINDOW GLASS | : 
; a ~ § window glass 


Your customers are assured of getting the world’s finest when 
you sell them window glass with the PENNVERNON label. 


© PITTSBURGH PLATE GLASS COMPANY 


Paints * Glass *« Chemicals « Fiber Giass 
G In Canada: Canadian Pittsburgh Industries Limited 
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NEW TROJAN 
SABER SAW BLADE 
DISPLAY SD-1 


COMPACT qs: ako rd] “) 
_— Bg 


12%" x9" 


40 cards, (80 blades — 

5 different styles) each blister 
packed with two saw blades— 
Trojan S-7, S-10, S-F, 

$-32, and S-K. 

In brilliant yellow and blue 
that catches the eye like 

a magnet to bring sales 


across your Counter. . sy enn fee as", eens 
: 18 cards ) cards. weards 


f 
fi 





Hi 





f 
fol. 


age nin 
acute wie 


fralt 


With every Trojan Saw Blade tooth 
precision ground (never punched, 


never filed) and specially heat treated ; THE ONLY: ‘PRECISION GROUND: SABRE 
for toughness and longer life your BW BLADES. Le ELF: AAL THESE SAWS: 
customer can saw faster, more cleanly. Blick & Decker. * Shoprnafe . Stariley.* Millers Falls +. Skil'+ Craftsman 
There’s no end to a Trojan Blade's .Disston’.* “Forsberg. Gée Whiz. *. Forsberg. #10.’ Duwell.’ Commins 
cutting edge. “Wet 4 Ram’ s Speedway : and others. 


~ Take’a.Jobk at suggested. retail”. ok MR:. DEALER! 
* prices’ 59¢.t6.79¢ ‘per. pa’ economical Retail’ Valne ° $28.60 
Tigh sens ‘ed cane. Yoor .Cost’.’- 17.16. 


: Your’ Profit” $11.44° 
Fiay the Parker fe PARKER wre. '€0:; Worcester, Mass. 


Want more facts? Circle 150, p. 89 


KLICKEN CVFAIFACES HITCAE K -VENIENCES 





K-V 796 


DISAPPEARING WASTEBASKET RACK 


A real kitchen time saver. Ball-bearing carrier pulls 
out of cabinet easily when needed, slides back smoothly 
when notin use. Holds standard size polyethylene bas- 
kets. Bright chrome finish. Fastens to underside of 
cabinet top, 9” wide, 20” long. 


Holds 12 cups, eliminates danger of cracking or break- 
ing. Slides easily out of cabinet at touch of a finger. 
Bright chrome finish. Fastens on underside of shelf, 
11” closed, 18” extended. 


7 
<2 
o 
<* 


KNAPE & VOGT MANUFACTURING COC. |_KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan Grand Rapids, Michigan 
Manufacturers of a complete line of quality fixtures and hardware. Manufacturers of a complete line of quality fixtures and hardware. 
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STYLED RIGHT... PRICED RIGHT... — 
FOR GREATER SALES! 


HAS THE COMPLETE LINE OF 


ELECTRIC COFFEE MAKERS 


12 to 32-CUP PARTY FAVORITE 
SMART .. . MODERN .. . DISTINGUISHED with 
exclusive complete coffee drainage feature .. . 
No Tipping . . . No Tilting! 


Attractive, self closing “No-Drip" faucet and - = a Ne. & # 
Red Signalite that indicates when coffee is done. e a 2-CUP "COFFEE QUICKIE 
me Newly styled easy pouring lip spout .. . 
PROMOTION PRICED No. 1910 always stays clean. Durable element starts 


12-CUP AUTOMATIC with FLAVOR SELECTOR percolation quickly—delicious coffee every 
All METAL WARE Coffee Makers Fully automatic with sturdy thermostat... drip- time. Great for home, students, travelers, 
are UL Approved and Made in less spout . . . lustrous aluminum. Designed for etc. $4.50* 
U.S.A. beauty and lasting service. .95* (CORD SET EXTRA) 


NATIONAL HOUSEWARES ExuIBiT, cwicaco ...on.. .WRITE FOR YOUR CATALOG .. . TODAY! 


She METAL WARE Cosporation ae 
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KITCHEN K-VENIENCES KITCHEN K-VENTENGES 








K-vV 790 | € KV 793 : 3 Pe, 
DISAPPEARING PAN RACK DISAPPEARING TOWEL RACK 


Two rows of hooks mounted on easy-to-pull-out ball- - Towels and aprons slip over free end of three bright 
bearing carrier, handles 14 pots and pans with ease. chrome finished bars, pull in and out smoothly on ball 
Bright chrome finish. Installs on underside of cupboard | bearing carrier. Fastens to either sice of kitchen cabinet. 


shelf, 20” long, 5%” wide. Single row model (No. 690) | 5” wide, 20” long. Two bar mode! (No. 792) and four 
also available | bar model (No. 798) a's: avaiiabie. 





KNAPE & VOGT MANUFACTURING CO. KNAPE & VOGT MANUFACTURING CO. 
Grand Rapids, Michigan Grand Rapids, Michigan 
Manufacturers of a complete line of quality fixtures and hardware. | Manufacturers of 2 complete line of quality fixtures and hardware. 


cd 
a 
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HAS THE NEW FLETCHER BALL 
BEARING GLASS CUTTER BEEN 
SO SUCCESSFUL? 


BECAUSE it is not an untested experiment. It has 
been carefully designed, engineered and thor- 
oughly tested before being released. Compare it 
with any cutter for smoothness and service. A 
break-down test will prove its long life. This cutter 
can be bought with confidence. 


PUTTY KNIVES 


FLETCHER has a quality line of knives in all 
popular price brackets. Sizes range from 114” to 
2” with either stiff or flexible blades. To top the 
field in display, these knives are mounted on mod- 
ern 4-color cards. 


WALL SCRAPERS 


FLETCHER has a matching line of Wall Scrapers 
for every Putty Knife. Sizes range from 3” to 5” 
with either stiff or flexible blades. ‘The same type 
of 4-color display cards are used to expedite 
sales at the retail level. 


WOOD SCRAPERS 


FLETCHER Wood Scrapers range in size from 
1” to 2144”. All models are now constructed for 
instantaneous blade release. Like the Putty Knives 
and Wall Scrapers, the Wood Scrapers are 
mounted on 4-color display cards. This colorful 
array of merchandise will sell. 


AND MANY OTHER GLAZIER’'S, PAINTER'S AND HARDWARE TOOLS 


S56. v. 6. Pat. OFF. 


THE FLETCHER-TERRY CO. 


BRISTOL, CONNECTICUT 
CANADA: 217 KING ST. E., TORONTO © EXPORT: 111 WALL ST., N. Y. C. 
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Saunders Norvell’s book 


| Dear Editor: 


Noticed in HARDWARE AGE that 


| some readers are interested in get- 
' ting a copy of Saunders Norvell’s 
| book, “40 Years of Hardware.” 


I have a copy of this book which 


| I will sell for $5 to someone inter- 


ested in reading this fine book. 
Yours truly, 
Chas. E. Bevis 


| 705 W. Church St. 
Urbana, Ill. 


40 Years of Hardware 
| Dear Editor: 


I noticed in your issue of Oct. 
| 19th, p. 122, that you still have 
_ calls for the book, “Forty Years of 
| Hardware,” by Saunders Norvell. 
| A few years ago The Old Trading 
| Post in Lisbon, New Hampshire, 
|/managed to locate two copies for 
'me after a few weeks’ search. If 
_the gentleman who runs the place 
| is still acti.e, I am sure he would 
' be willing to look for more. 
|. He also managed to find me a 
| copy of, “He Was the Greatest 
Sales Manager the Business World 
Has Ever Produced,” consisting of 
letters of the late E. C. Simmons 
to his salesmen. This book, copy- 
righted by James J. Carroll in 1924, 
was much more difficult to locate. 

Yours truly, 
William A. Schrade, 
| President 
Clemson Bros., Inc. 
Middletown, N. Y. 


HARDWARE HUMOR 
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"'!l said shovel the walk” 





ee Penne eoenenenee® 


PU LL eee that’s what Crescent tools do. 


More people ask for Crescent tools than any other 
hand tool (surveys prove this!). Cash in on this de- 
mand by displaying the Crescent tools people want 
most where they can see them, heft them, buy them! 





rw @& ae +s fF @ 





Just 25 square feet of any standard Pegboard* 
with 4%” holes gives you a complete Crescent tool 
department. Each of these 18 units comes complete 
with mounting fixture (no charge for fixture). Only 





fast turnover tools are included, conforming closely 


to NRHA recommendations. 





Your jobber will be happy to give you complete 
information. See him soon. 


*Pegboard is a registered trademark of the Masonite Corp. 





Rigid construction with long tool hooks provides gener- 
ous stock capacity in small space. Double prong fasten- 
ers prevent damage to Pegboard*. (Retail prices printed 
on strips. We supply new ones for price changes.) 





Crescent is our trade-mark, registered in the United States and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YORK 
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RAR OUT 


will be on display at 


INDEPENDENT HOUSEWARES EXHIBIT 
Johuary 14th thru 18th 


MORRISON HOTEL — CHICAGO. 


399c 


DEALERS, JOBBERS, DISTRIBUTORS: For 
additional information or Pre-Show answers to 
your questions call your ‘Rain Drain’ represen- 
tative or write today to: 


Rain Drain, Inc. 


Bangor, Wisconsin. 


IT TAMES THE RAINS 





























® Sell the ORIGINAL ‘RAIN DRAIN’ 

® Hundreds of thousands already sold 

® Quality-made of sun and weather-resistant 
Eastman Tenite 

® Guaranteed for two full years 
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See Our Line at Space 1261, McCORMICK PLACE HOUSEWARES SHOW 


ad 


PIONEER Line * 
“Vinylite KUSHION- KOATED 
at WIRE KITCHEN AIDS 
THRIFTY SHOPPERS iD 


Want their money's worth! 


Feature These Extreme Values! 





PLATE STORING RACKS 
No. 750 — 10%” x 6” Small 


No. 7000 — 21” x 6” Large 
DINNERWARE STORAGE RACK 


No. 208 — 17%” long, 9” Deep, 


PLASTIC DRAIN A TRAY 
DRI-ALL DISHDRAINERS Raper cance ape 
No. 2800 — 17” x 13%” x 5%" " 
Ne. 3750 — 18” x 15” x 6” 


DOUBLE DUTY 
DISHDRAINERS 
No. 149 — 1342” x 10” Twin Sink No. 109 — 17” x 13 x 3%" 
No. 149 — 16” x 12” Regular No. 119 — 17” x 13” x 4” 


Send for complete Catalogue today or contact our local representative. 
GRIWIRE CREAHONS WNC. SUFFERN. N.Y 
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CHANGES 


New products and new trade names are constantly 
being added to the listings for the next Directory 
Number of HARDWARE AGE ° Therefore, if you do 
not find in the current issue of the Directory Num- 
ber the product you are interested in, write to the 
“Who Makes It” Editor. He'll be glad to serve you. 


HARDWARE AGE 


Chestnut & 56th Sts. Phila. 39, Pa. 














FULL SCOOP with 


“dustpak" 


DISPOSABLE 
VACUUM CLEANER DUST BAGS 


© Full Count per pkge. Same no. or more 


: than vac clnr frs ri kge 
parece Sec OE Ss 


© Valuable Coupon in each package 
THE “SALES- PACKED POLYETHYLENE PACKAGE 
Dustpak is the Only Mfr. offering a Complete Line of | $e9Us 
Bags for All Makes—TANK, CANISTER, UPRIGHT | NHMA 
Made to standard specifications in high quality filter | SHOW 
paper. Counter Racks & Swivel Racks Available B-93 


DUSTPAK LTD., Inc. Dept. 6, 205 N. 7th St., Bklyn. 11, N.Y. 
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° 
STERLING 
“DIAMONDS FOR DEALERS 4 LINE of PLUMBING BRASS 


Perereeteveperaea: ' 


Sellable 


lavatory 
ehaebate 








- 





COMPLETE LINE OF BATH TRIM, LAVATORY LEGS AND TOWEL BARS, LAVATORY FITTINGS, LAUNDRY TRAY 


TRIM, SINK FITTINGS, LAWN FAUCETS, BOILER DRAINS, VALVES, SINK 


Sterling’s “Diamonds-for-Dealers” Line is tailored 
especially for Hardware Dealers! Modern Styling (to 

catch the eye); Top Construction (to make sure cus- 
tomers call back); and Value Packed—to assure highest 
prefit! Call your Wholesaler or send coupon. 


en STERLING 
BS oor - FAUCET COMPANY 


MORGANTOWN, W. VA. 


Want more facts? Circle 162, 


STRAINERS, TRAPS, FLEXIBLE SUPPLIES 


Sterling Faucet Company 
Morgantown, W. Va. 


Please send folder “Hardware Group of 
Plumbing Fittings” 


NAME 

COMPANY 
ADDRESS 
CITY 
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Town & Country 
SUBURBAN 
MAILBOX 


Southern tops them all again with 

the hottest, fastest-selling, most 

asked-for item of 1961. Nothing like 

it anywhere! 

This smart new mailbox marks the first | 
design change in 50 years. Steel body } 
with baked-on acrylic finish ... won’t 

fade, crack or peel. Exciting colors: chrome 
blue, turquoise, chocolate, suburban pink, 
thunderbird white. Chrome plated hood and 
flag base. Mounting pole and bracket accessories. 61, 


SMART SOUTHERN EXCLUSIVES FOR SURFACE MOUNTING 


FABRICATORS CORP. 
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HARDWARE AGE 


AQ) Your Chub 


HAROLD L. WARNER, 
treasurer of Albany Hard- 
ware & Iron Co., whole- 
saler at Albany, N. Y., 
celebrated his 50th year 
with that firm Sept. 18. 
Mr. Warner began his ca- 
reer as a clerk in 1911, 
and in 1916 became head 
of the city order depart- 
ment. In 1919 he was pro- 
moted to assistant buyer 
and in 1926 was made of- 
fice manager. In 1930 Mr. 
Warner was elected treasurer and a member of 
the board of directors, the position he now holds. 
Mr. Warner was a member of the Business Con- 
trols Committee of the Liberty Distributors’ group 
for several years. He is a member of the Fort 
Orange Club, the University Club of Albany and 
Masonic Lodges from Blue Lodge to the Shrine. 
He has served three terms as trustee of the Madi- 
son Avenue Presbyterian Church. Mr. Warner’s 
brother, Fred B. Warner, is owner of Greenwich 
Hardware, Greenwich, N. Y. Mr. Warner’s hob- 
bies are color photography, fishing and collecting 
brass and copper objects. To celebrate Mr. War- 
ner’s 50th anniversary with the firm, a dinner 
was given in his honor. William D. Dearstyne, 
Albany Hardware president, presented him with 
a sterling and crystal beverage set. 


DORSEY T. COLEMAN 
has completed 50 years of 
service to the hardware 
industry, all with Belknap 
Hardware & Mfg. Co., 
wholesaler at Louisville. 
Ky. Mr. Coleman started 
his career as a stocktaker 
in 1911. In 1917 he was 
promoted to assistant buy- 
er, and in 1921 started on 
the road in the Lexington, 
Ky., area. Mr. Coleman 
has travelled this terri- 

tory from that time until the present. He is a 
member of United Commercial Travelers, the 
Pyramid Club and the American Legion. Mr. 
Coleman served in the Army during World War I. 
To mark Mr. Coleman’s 50th year with the firm, 
Charles R. Bottorff, chairman of the board of 
Belknap, presented him with a gold watch. 











THE BIG NAMC 
IN GUN 
CLEANING 


GUN CLEANING ESSENTIALS 
THAT CUSTOMERS A ASK FOR 


Display 
thent hor 
Fast Sales! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 
Hoppe’s for gun protection. 

And consistent national ad- 
vertising keeps Hoppe the 

BIG name in gun cleaning. .@ 
Put Hoppe’s Products on gees 
your counter and watch Sal, 
them sell on sight! 


FRANK A. HOPPE, INC. 


2314A N. 8TH STREET * PHILADELPHIA, PA. 
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Mo. 68 
FOR SURFACE MOUNTING 
= 


tedjustable Shelf 
Standarde 
FLUSH or SURFACE MOUNTINGS 


for 
BOOK SHELVES * CUPBOARDS 
STOCKROOMS °* STORE FIXTURES 
LINEN CLOSETS * MEDICINE CHESTS 
CHINA CLOSETS, etc., etc... 


Can be mounted on the surface or 
flush with the woodwork. 


No. 67 PARKER ADJUSTABLE 
SHELF STANDARDS ——> 


For either flush or surface mounting. 
Brackets snap in and out easily and 
require mo tools. Shelves can be 

raised or lowered instantly as re- 
quired. 


. ¥ 
4 
4 


ee 


z 
o§* 
~~ 


: 


ADJUSTABLE FLANGES 
for 1” of 1-1/16" Made of heavy gauge steel, 
0.0. Hana Reds to . 
fe either Standard electroplated rust resistant 
ps finish. 
LOW IN COST 


Immediate shipment from 
stock! Write for Catalogue 
and Samples on your busi- 
ness letterhead. 


Ss. PARKER HARDWARE MFG. CORP. 


SINCE 1900 
From Foundry to Finished Product 
27 LUDLOW STREET - NEW YORK 2, N.Y. + Phone CAnal 6-1680 


Want more facts? Circle 165, p. 89 
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Southern offers the most complete line of distinctive 
mailboxes with established consumer acceptance. Sturdy 
construction and newest, freshest designs are 
immediately obvious to buyers. Made of durable 
wrought iron. Finished in handsome black enamel. 
Set off by striking gold medallions. 
Your best buy is the Southern line... priced for 
profit and turnover, designed to please your customers 
and sell on sight. 


Write for catalog and prices today. 


3 
5% ced 
Town & Country 
sensational new 
suburban-rural mailbox 


‘FABRICATORS CORP. 


WY BROADWAY . ga 4186- 


Want more facts? Circle 166, p. 89 
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Convention Calendar 





conventions 


shows 


conferences 











Convention Check List 





For complete details about the conventions and shows listed below, see the 
alphabetical listing starting on p.-58, Dec. 14 issue. The next 


January 
7-9 Fetterman Hardware Co. An- 
nual Spring & Garden Show 
Washington, D. C. 
7-9 Weed & Co., Annuc!l Dealer 
Trade Show, Buffalo, N. Y. 

7-12 Moore-Handley, Inc. Merchan- 
dise Mart, Nashville, Tenn. 

14 Budrow & Co., Annuol Dealer 
Show, Los Angeles, Calif. 

14-16 Pennsylvania & Atlantic Sea- 
board Hardwore Assn., Phila- 
delphia. 

14-16 Wisconsin Retail Hardware 
Assn., Stevens Point. 

14-19 Independent Housewares Exhibit, 
hicago. 

14-19 Moore-Handley, Inc. Merchan- 
dise Mart, Birmingham, Ala. 

15-19 Nationa! Housewores Exhibit, 
Chicago. 

16-17 Hardwore Supply, Inc., Annual 
Dealer Show, Detroit, Mich. 

21-22 Louisiana-Mississippi Retail 
Hordwore Assn., Baton Rouge. 
La. 

21-23 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

21-23 Albany Hoardwore & Iron Co., 
Dealer Show, Albony, N. Y. 

21-23 Hibbord, Spencer, Bartlett & 
Co., Annual convention of True 
Value, Auburn, Associcted and 
Buhl Sons Co. Dealers, Evans- 
ton, Ill. 

21-23 Pacific Northwest Hardware & 
Implement Assn., Portland, Ore. 

22-23 South Dakota Retail Hardwore 
Assn., Sioux Falls. 

23-24 Wm. H. Cole & Sons, Decler 
Show, Baltimore, Md.. 

23-24 Van Camp Hardwore & Iron 
Co., Spring & Summer Merchan- 
dise Show, Indianapolis. 

23-25 Mountain States Hardware & 
Implement Assn., Denver, Colo. 

24-25 Piedmont Hardwore Co., Gen- 
eral Merchandise Trade Show, 
Danville, Va. 

26-28 Oklahoma Hardware & Imple- 
ment Assn.. Oklahoma City. 

27-28 Southwest Hardware & House- 
wares Show of Pacific Southwest 
Hoardwore Assn., Phoenix, Ariz. 

28 S. Federbush Co., Annual Spring 
Merchandise Fair, Lodi, N. J. 


complete listing will be in Jan. I1 issue. 


28-29 Frankfurth Hardware Co., Mer- 
chandise Clinic & Show, Mil- 
waukee, Wis. 

28-30 Indiana Retail Hardwore Assn.., 
Indianapolis. 

28-30 Intermountain Assn., Idaho Falls, 
Idaho. 

28-30 Texas Hardware & Implement 
Assn., Dallas. 

28-30 Wisco Hardware Co., Annual 
Merchandising School & Sales 
Show, Madison, Wis. 

29-31 United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Show, Minne- 
apolis, Minn. 

30 Walter H. Allen Co., Inc., Semi- 
Annual Stockholders’ Meeting, 
Dallas, Texas. 


February 


4-5 Nebraska Retail WHardwore 
Assn., Lincoln. 

4-5 Oklahoma Hardware Co., Spring 
Market, Oklahoma City, Okla. 

4-5 Tennessee R etail Hardware 
Assn., Nashville. 

4-6 Virginia Retail Hardware Assn., 
Norfolk. 

4-7 Ohio Hardware Assn., Conven- 
tion & Mid-America Hardweore 
Show, Cleveland. 

4-7 Supple-Biddle-Steltz Co., Mer- 
chandise Fair, Philadelphia. 

5-8 Canadian Hardware Show of 
Canadian Retail Hardware 
Assn., Toronto, Canada. 
Connecticut Hardware Assn.. 
Bridgeport. 

Arkansas Retail WHardwore 
Assn., Little Rock. 
Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 
Kentucky Retail Hardware 
Assn. Convention, Louisville. 
Western States WHardwore 
Housewores, Paint & Garden 
Supply Show of California Re- 
tail Hardwore Assn., Son Fran- 
cisco. 

11-14 lowa Retail Hardware Assn., 
Des Moines. 

11-14 Our Own Hardware Co., Spring 
Convention, Minneapolis. 


13-15 C. Y. Schelly & Bro., Inc., Spring 


18-19 


18-19 
18-19 
18-20 
18-20 
18-20 


18-20 


18-20 
18-20 


20-22 
20-22 


Merchandise Show, Allentown, 
Pa. 

Billings Hardware Co., Sport- 
ing Goods, Lawn and Garden 
Show, Billings, Mont. 

Nash Hardware Co., Spring 
Market, Fort Worth, Texas. 
Lee Hardware Co. Spring Mar- 
ket, Shreveport, La. 

Ilinois Retail Hardware Assn.., 
Peoria. 

Michigan Retail Hardware 
Assn., Lansing. 

New York State Retail Hard- 
ware Assn., Rochester. 

Northern Wholesale Hardware 
Co., Convention & Merchandise 
Show, Portland, Ore. 

West Virginia Hardware Assn.., 
Parkersburg. 

Western Retail Implement & 
Hardware Assn., Kansas City, 
Mo. 

Albany Hardware Co., Annual! 
Trade Show, Albany, Ga. 
Hardwore Assn. of the Caro- 
linas Hardware & Housewores 
Show & Convention, Charlotte 
N. C. 

Alaboma Retail Hardware 
Assn., Montgomery. 

New England Hardware Deol- 
ers Assn. Convention & Hard- 
wore & Housewares Show, Bos- 
ton, Mass. 

West Coast Hardware & House- 
wares Show of Pacific Southwest 
Hardware Assn., Los Angeles 
Calif. 

American Hardware Supply 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Fair, New 


Castle, Pa. 


International Toy & Trade Fair, 
New York. 

Georgia-Florida Hardware 
Assn. Convention & Spring 
Trade Show, Jacksonville, Flo. 


Southern Hardware Convention 
Dallas, Texas. 
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7' BOAT (SPORTYAK*, Dayton Bait and Marine Products 
Co., Dayton, Ohio) —This boat of MARLEX is tough, rigid, 
unsinkable, lightweight . . . never needs painting. 

(*A trademark of Woodail Industries, Inc., Detroit 34.) 


ROPE (Plymouth Cordage, Plymouth, Mass.)—Available 
in many sizes and colors, rope made of MARLEX is 
stronger and lighter than manila. . . it floats, does not 
absorb water or freeze . . . resists most chemicals. 


OVER 95 PERCENT ORGANIC 
eS MATL ALLY ACID . 
WEST es Durst. weary FO US* 


NURSERY PRODUCTS BAG (Crystal-X Corp., Lenni 
Mills, Pa.)—For private-branding your bulk supplies. 
Bags made of MARLEX are lighter, tougher, moisture- 
proof and less apt to tear or burst. Easy heat sealing. 


LAWN MOWER (Jacobsen Mfg. Co., Racine, Wis.)— 
Grass chute, engine cowling, and wheel hubs of MARLEX 
are light, tough, and corrosion-free... add performance 
and sales appeal to this popular line of lawn mowers. 


POST LANTERN (Western Circle Co., Hazelwood, Mo.)— 
This “Cape Codder” has established sales appeal. Be- 
cause of MARLEX . .. it’s unaffected by weather, can’t 
rust, keeps color and lustre without painting. 


MARLEX” improves product 
performance...increases sales appeal 


Shown here are examples of the increasing number of hardware, 
lawn and garden equipment, sporting goods, and housewares being 
“quality upgraded”’ by the use of MARLEX high density plastics. 
Boats that will never rot or need repainting . . . rope and bulk bags 
that are lighter, stronger, and moisture-proof . . . outdoor items that 
cannot corrode—ali made of tough, durable, virtually indestruc- 


tible MARLEX. 


Satisfy today’s sophisticated buyer with the improved perform- 
ance and increased sales appeal provided by products made of high 
quality MARLEX plastics. For further details . . . see your supplier, 


or contact us. 


*MARLEX is a trademark for Phillips family of olefin polymers. 


POP OUT ICE CUBE TRAY (The Dole Valve Co., Morton 
Grove, Ill.)}—New design and MARLEX cause cubes to 
“pop out” without “defrosting”. Tray is flexible even 
when ice-cold . . . and tough, sanitary, longer lasting. 


MERCHANT PiPE—Available from 4" to 2", this easy- 
to-install coilable pipe of NSF approved MARLEX has a 
wide temperature range and extra strength per mil of 
wall thickness. Quality at moderate cost! 


Look for the MARLEX label... it’s your assurance of high quality, faster selling products. 


PHILLIPS CHEMICAL COMPANY 


Bartlesville, Okiahoma 
A subsidiary of Phillips Petroleum Company 


Want more facts? Circle 167, p. 89 
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Hows the Hardware Business? 





Dangers from low inventories seen 
handicapping U. S. retailing growth 


American retailers, other than 
car dealers, mzy themselves be to 
blame for their disappointing share 
in the rising economy simply be- 
cause they are keeping their inven- 
tories at too low levels. 

By trying to sell from a half 
empty wagon, thereby limiting the 
customer’s freedom of chvice, re- 
tailers are flouting one of the basic 
rules of merchandising. 

Lionel D. Edie & Co., economic 
analyst, made this point in a recent 
report on the national retailing 
picture: 


Retailing function forgotten? 


“Non-auto retailers today are 
carrying relatively less inventories 
than they carried in 1948! In ef- 
fect, the consumer today has 14 
percent less from which to choose 
than he had in 1948 when his 
choice was minimal!” the Nov. 29 
Edie report bluntly states. 

“The moral, to us, is clear. Re- 
tailers must stock more inventories. 
They are losing sales because they 
can’t supply the customer. The 
drive to cut retail inventories is 
holding back the economy. The 
basic function of retailing has been 
forgotten: That function is to sup- 
ply the customer with time and 
place utility—in other words, sat- 
isfy the consumer when and where 
he wants to be satisfied. 

“This basic service is being ig- 
nored, disregarded and flaunted by 
the retailer. Only when the retailer 
goes back to the concept of place 
and time utility will he be able to 
participate in the marvelous pros- 
perity we have.” 

Automobile dealers are cited as 
the major exception to this general 
retailing default. Rising car sales 
in recent weeks, despite plant shut- 
downs due to strikes and contract 
negotiations, attest to the value of 
the full wagon selling concept. Car 
dealers offer the consumer a vast 
range of colors, styles, models and 
features from which to choose. The 
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upward sales curve in that indus- 
try proves the worth of customer 
catering at the retail level. 

The fault in other retailing 
spheres cannct be blamed on the 
suppliers. The retailer must assume 
full liability here. He can obtain 
impressive arrays of merchandise, 
in all sizes, shapes, colors and mod- 
els, from factory and distributor 
if he wants them. If he’s really 
interested in enticing the consumer 
into heavier buying, the retailer 
must offer him more than a Hob- 
son’s choice of goods. 

All selling depends on the will- 
ingness of the customer to buy. Ig- 
nore the sales-making stimul? and 
sales suffer correspondingly, as 
classical economists have been 
pointing out since the days of 
Adam Smith. It’s no less true to- 
day, nearly 200 vears later. 


Hardware stores are cited 
as key housewares outlets 


Your store is a vital link in 
housewares’ distribution, say the 
nation’s major suppliers. These 
manufacturers and buying firms 
also see 1961 ending strong, a pre- 
lude to a healthy housewares sales 
year in 1962. 

This and other important mar- 
keting data were developed from 
a recent survey of the buyers and 
manufacturers. The survey dis- 
closed that most housewares are 
purchased in hardware, house- 
wares, or department stores, ac- 
cording to 78 percent of the manu- 
facturers surveyed by the National 
Housewares Manufacturers Assn. 

Business in the first three quar- 
ters of 1961 was equal to or better 
than during the same period last 
year, reported 76 percent of the 
manufacturers and 64 percent of 
houseware retail and wholesale 
firms. This continued a trend from 
1960, which showed a 16.6 percent 
improvement over business in 1959 


at the manufacturing level and 17.3 
percent improvement last year over 
1959 at the retail-wholesale level. 

A little more than half of the 
buying firms surveyed said their 
overall percentage of profit on 
housewares this year either in- 
creased or remained unchanged 
from 1960. They attributed this to 
several factors, including a prac- 
tice of taking full markups, tight- 
ening inventories and buying con- 
trols and increased sales promo- 
tion, among other merchandising 
activities. 

White will be the customers’ pre- 
ferred color for housewares in 
1962, both manufacturers and buy- 
ers agreed. The two differed, how- 
ever, on their choice for second 
preferred color by consumers. Man- 
ufacturers thought it would be 
wood tones, while turquoise was 
ranked second by buying firms. 
Both agreed yellow will be the 
third most popular shade. Lilac 
was the one new color added to the 
first 10 probable consumer prefer- 
ences by both groups surveyed. 


Theme, poster announced 
for Father’s Day 1962 

Here’s the Father’s Day Coun- 
cil’s poster to be used for Father’s 
Day 1962. 
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17 
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ALL EYES ON DAD 


ity stants in the Home 


The official poster will be avail- 
able for use in stores and window 
displays during the Father’s Day 
buying period from May 24 to 
June 17. Various sizes of the il- 
lustration will be available, from 
a 2 in. sticker to a 34 x 44 in. 
poster. 





ONE WORD EVERY WOMAN RESPECTS 


IBEAUTY WARE 


& 
— 


Who’s the final judge of a product? Your customers...the quality-minded 
verywhere w ‘ize best-selling BeautyWare. Because they know = 
women everywhere who prize be st sellin; aut) | é , LINCOLN 
it’s the name that means the most in beautiful styling ...in expert workmanship 
..-in long-lasting quality...in unbeatable value. BeautyWare...the brand 
cou, that’s your best salesman! Chrome, Copper, Enamel Colors, 


$"Guaranteed by ™ Stainless Steel, and Wood-Tones. Send for free Catalog and 
Good Housekeeping 
*0, 


details on folding “LADDER/STOOL,” newest Beauty Ware 


sensation. 


LINCOLN METAL PRODUCTS CORP., 225 Forty-Second Street, Brooklyn 32, N. Y. 
BOOTHS 584-590—NATIONAL HOUSEWARES SHOW —McCORMICK PL. 


the brand name your 
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CONTAINS THESE 
POPULAR MOORE ITEMS 
1 dozen cards 
=2P Plastic Push-Pins 
1 dozen cards 
=3 Aluminum Push-Pins 
1 dozen cards 
=10C Nail-less Picture Hangers 
1 dozen packets 
= 24 10 Ib. Picture Hangers 
1 dozen packets 
=25 20 ib. Picture Hangers 
1 dozen packets 
= 26 30 Ib. Picture Hangers 
1 dozen packets 
=27 50 Ib. Picture Hangers 
1 dozen packets 
+28 100 Ib. Picture Hangers 
1 dozen cards 
= 31 Picture Hanging Set 
1 dozen cards 
+32 Metal Mirror Hanging Set 
1 dozen cerds 
=33 Plastic Mirror Hanging Set 
1 dozen cards 


=34 15 feet = 2 Braided Wire 


@ This compact, steel! wire display, de- 
signed to be hung on pegboard if desired, 
has a Capacity of 1 gross of popular Moore 
household hanging aids, yet stands only 
22%" high, on a13” wide by 8%" deep base. 
Packed weight 10 ibs. 


MOORE PUSH-PIN CO. 


SINCE 1900 
113-25 Berkley St. Phila. 44, Pa 


2c 
PUSH -PINS to 


Mo 


eT 





Continued 4th quarter recovery sets stage 
for better outlook on eve of 1962 


In brief: Climbing retail sales, a further drop in 
unemployment and a decided rise in personal income 

as the year draws to a close indicate an auspicious 
start for the new year. Although practically no one 

is tooting the boom horn at present, hopes for a 
Steady, if more sober, rise in the economy broaden 

as industry continues to expand. Better than expected 
Christmas sales put a delectable frosting on the retail 
cake and left a sweet taste in dealers’ mouths as 

they prepare to step into the new year. 























The steadily brightening eco- reflect on sales of appliances, house- 
nomic picture maintained, and in wares, etc., adding its substantial 
some categories even accelerated, bit to the recovery. 
its pace as the fourth quarter pro- The $4 billion October increase 
gressed. in personal income, due primarily 

October’s big boost in single- to higher payrolls, was as large a 
family construction starts should rise as had occurred over the entire 


> Key business indicators at a glance 


These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest available. Reference num- 
bers in parentheses after each item tell which is the “latest month.” 
For example: (1) = November; (2) = October; (3) = September. 


® Retail Trade a 4. 


Hardware store sales (2) ($ million) 207 210 224 
Department store sales (2) ($ million) 1,284 1,225 1,241 
All retail store sales (1) ($ million) 19,426 18,797 18,385 
Factory car sales (3) ....(thousands of units) 367.4 172.8 386.7 
Consumer prices, all items (3)..(1947-49—100) 128.3 128.0 126.8 


® Wholesale Trade 


Hardware wholesale sales (3) ($ million) 
All wholesale sales (3) ($ million) 
Wholesale prices, all items (1)..(1947-49—100) 


© industrial Supplies 
New Order Index (2) (July, 1948—100) 


® General Barometers 


Total personal income (2) ($ billion) 425.0 421.1 406.4 
Wages and salaries (2) ($ billion) 286.8 284.0 272.9 
Farm income total (2) ($ billion) 13.0 12.7 12.5 
Industrial prod’n (2)...(FRB index-1957—100) 116 113 109 
New construction put in place (1)...($ million) 5,062 5,325 4,771 
Residential construction (1) ($ million) 2,078 2,093 1,840 
Consumer credit outstanding (3) ...($ million) 54,869 54,889 54,265 
Electric power output (3) (million kw-hr.) 74,466 78,965 69,628 
Business failures (3) 1,285 1,604 1,269 
Steel output, index (1) (1957-59—100) 111.3 109.7 74.9 
Steel prices (1).. (composite mill base-¢ per lb.) 6.196 6.196 6.196 
SOURCES OF DATA: U. S. Dept. of Commerce, except Industrial Supplies and Ma- 


chinery New Ordér Index by American Supply & Machinery Mfrs. Assn. Business 
failures by Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Stee] 


output index by American Iron & Steel Institute. Steel prices by The Iron Age. 
Want more facts? Circle 169, p. 89 
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OXWALL'S 

99* TOOL PROGRAM 
CREATES 
MULTIPLE 

SALES & 

BIG PROFITS 

FOR YOU 


Choose from 150 items ~ OxwaLe ‘Or +} TC 
to make your assortment Dae > 


Again and again sales tests have proved 

that 99¢ tool promotions are terrific profit me ji 

producers — because people buy 99¢ tools... F 

two, three at a time! Oxwall’s all new cai 

99¢ promotion adds to your sale of hand Every item fully guaranteed 
tools by giving you the items f Free merchandising kits available 
most-in-demand by your do-it-yourself ‘ 


customers. And new items are 2 See us at the 
: dependent Housewares Exhibit in Chicago, 


constantly being introduced to January 14-18, Morrison Hotel, Suite 605. 


create even bigger sales excitement. 


THIS FIXTURE WILL SELL A MINIMUM OF $100 WORTH OF 99¢ TOOLS PER MONTH 


(Based on average retail sales of stores doing volume of $50,000 per year, dealer should sell a minimum 


° 


of 25 tools per week at 99¢ each.) To fill this selling display—choose from many different attractive 
import and domestic items. Then pile them up... and watch the multiple, impulse sales start! 
/ 
y | 
Call your jobber, or write directly to: 


HOME Cc 
<o* Rap 


OXWALL 


Rs “ 
° 2 
res m 
er 2 


TOOL COMPANY, LTD. 
* 401 PARK AVENUE SOUTH, NEW YORK 16, N. Y. © 1961, oxwail Toot Company, Ltd. 


Want more facts? Circle 170, p. 89 
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ANOTHER 


FRANKLIN 


“FIRST” 


PLASTIGLIDE | 


“SMOOTHIES” 


— FOR ALL’ WooD AND 
METAL FURNITURE LEGS 


FOR EVERY REPLACEMENT NEED 


SWIVEL LOK GLIDES NAIL-ON SWIVEL GLIDES 





for meta! furniture for wood furniture 


CHAIR AND TABLE TIPS 


for kitchen and 
outdoor furniture 


TACK GLIDES 


ye 


for wood furniture 


TINY TACK GLIDES 


wb 


for drower roils, os 
thumb tock, etc. 





TAPERED 
FERRULE 
GLIDES 


for tapered wood legs 





SILENT TACK GLIDES 


for wood furniture legs 
TACK BUMPERS 


OO 


for chest lids, hampers, etc. 








TINY TIPS 


9d 


for small meta! leg: 


DOORSTOP BUMPER TIPS 


O89 


to replace worn out bumpers 





SPIKE CASTER CUPS 


Ake 


for soft-pile rugs and corpets 


REGULAR CASTER CUPS 


6a 


for hard surface carpets, 
linoleum ond tile floors 














Nothing can compare with this sensa- 
tional new line—in modérn styling; 
in beautiful new materials; in new 
processes that end rust and corrosion; 
in new swivel features; in ease of in- 
stalling; in long life; AND IN LOW 
COST. A vast replacement market is 
waiting. Millions of furniture legs 
need “SMOOTHIES”: in homes, 
hotels, institutions, restaurants. 








VISUAL-PACKED ON 
FRANKLIN 


DISPLAY CARDS 


FOR IMPULSE SALES 











See them at BOOTHS 714, 716, 718 
NATIONAL HOUSEWARES EXHIBIT 
McCormick Place, Chicago. Jan. 15 to 19 incl. 
FRANKLIN METAL & RUBBER CO. © MATBORO, PA. 
Want more facts? Circle 171, p. 89 
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three-month period from June to 
September. 

A freer spending mood seems to 
have resulted from the income in- 
crease, with the result that retail 
store sales in November were $19.4 
billion. This, after seasonal adjust- 
ments, amounts to about 3 percent 
more than October’s total and 5 
percent above November, 1960. Oc- 
tober’s strong sales rise was ex- 
ceeded in November. Retailers are 
reporting pre-Christmas sales are 
better than had been anticipated a 
month or so ago. 

Merchant wholesaler sales for 
October rose 8 percent (to an esti- 
mated $12.8 billion) over Septem- 
ber and also 8 percent over Octob- 
er, 1560. Cumulative sales for the 
first 10 months of this year totaled 
$115.1 billion, up about 1 percent 
over the corresponding 1960 period. 

Consumer demand continues to 
move higher. The trend, consistent 
since the first quarter, is contribut- 
ing significantly to the overall re- 
covery. Although durable goods 
purchases, which lagged in the 
summer months, have picked up re- 
cently, the consumer today is 
spending more for services and less 





Nine wholesalers using 
Interstate’s circular 


Nine wholesalers are furnishing 
their dealers with a February 
Bargain Days Sale mailer, pre- 


Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


on durable and non-durable goods. 
This shift has been going on since 
the postwar period and probably 
will continue. 

Although services continue to 
claim more and more of the con- 
sumer’s dollar, in certain instances 
cited by the Dept. of Commerce, 
some durable goods have increased 
their sales at the expense of related 
services. In recreation, for ex- 
ample, such items as TV sets, pho- 
nograph machines and records have 
grown steadily in sales, while ad- 
missions to movies and spectator 
sports have tapered off. 

Inventories of manufacturing 
and trade firms increased by $350 
million in October, somewhat less 
than the September rise. The Oc- 
tober accumulation was centered in 
manufacturing, particularly in du- 
rable goods. At the retail level, the 
inventory increase was mostly in 
non-durables. 

Optimism generally highlights 
the outlook for the start of the new 
year, although it is a more cautious 
optimism than that which prema- 
turely hailed the “Soaring Sixties” 
which soured into a recession at 
the outset. 








pared by Interstate Hardware Mer- 
chandising, Inc., Cleveland. 

The mailer is an 8-page tabloid 
printed in three colors. It has 112 
items, including cutlery, appliances, 
housewares, tools, repair products, 
cabinet hardware, plumbing sup- 
plies, electrical equipment and gar- 
dening goods. Three coupons for 
an extra discount are also included. 

Dealers are also offered a 250- 
piece in-store trim kit consisting 
of banners, pennants, price cards 
and feature cards. 


Double-H dealers use 
holiday sale circular 


Here’s the Happy Holidays tab- 
loid mailer which Double-H dealers 
used for a 10-day holiday promo- 
tion. It was prepared by Oklahoma 
Hardware Co., wholesaler in Okla- 
homa City. 

The mailer is in eight pages, 
printed in red, green and black. It 
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cover mazic for vour kitchen 


~Hreming crvamples 


At) gage * ath 


9 top magazines pre-sell 44 Magic products! 


near STEEL . ) 7 plus 








\ ha 








FREE SALES AIDS 
display racks + envelope stuffers 
newspaper mats « window banners 














~ * See your jobber or write 
rots ng ASY REPAIRS - for complete catalog today 


Toys . Seach Sells 


Magic ... America’s most complete line of quality repair products 


Magic iron Cement Co., INC. = 14215 caine Ave. + Cleveland 28, Ohio 


IN CANADA: Bernard Marks & Co. Ltd., Toronto, and A.J.H. MacDonald Limited, Vancouver A-6014A 


Want more facts? Circle 172, p. 89 
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“SATURN 3” FLOOR 
‘SAVER—Rubber tread for 
_tile, wood floors. 


- PLANET 2%," CARPET 
| SAVER — Metal tread for 
heavy furniture. 


— 


SNEW SATELLITE 2°— 
‘For tables, stands, light 
- a iture. 


NEW METEOR 24%"— 
DuPONT Delrin® construc- 
tion. Set, $3.95. 


id 


Pee ee BOs: SO RRC: yey 


shepherd | 
supercasters 


give you faster turnover, bigger profit! 


You'll make quick “impulse” sales and extra profits 
with this sparkling line! First—it attracts customers 
with superb quality and design. 

In addition, you'll find our new Dealer's Promotion 
Kit packed with sales-getting helps—newspaper ad 
mats, store banners, etc. A new, action counter dis- 
play teases customers to demonstrate to themselves. 
Best of all, finishes, fastenings and models are kept 
to a minimum. There are no ‘‘slow-movers'’—so your 
inventory needs are sma//—your turnover high! 


© Promotion Kit Helps You Sell. 
e@ Counter Display is Self-Demonstra‘or. 
@ National Ads Bring Customers to You. 


Ask your wholesaler now—or write for detai's of 
Shepherd's new profit-boosting Promotion Kit. 


Shepherd no casters /NC. 


™™= 
THE ORIGINAL SPHERICAL CASTER P.O. BOX 672, BENTON HARBOR, MICH. 
in Canada: Shepherd Casters Canada, Ltd., 23 Railside Road. Don Mills, Ontario 


Want more facts? Circle 173, p. 89 
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Revolutionary New 


PASTEL COLOR 


Picture Hangers 


OVER 900 MILLION SOLD 





Now cash in on America’s newest and 
fastest selling retail item. The most 
revolutionary hanger ever made. Now 
in six beautiful pastel colors to match 
wall decorations. Unique and exclusive. 
Blue, Tan, Gray, Pink, Green, Yellow. 
NO HAMMER ¢ NO NAILS 
SAVES WALLS « HOLDS 15 LBS. 
Patented U. S. & Foreign Countries 


JIFFY'ENTERPRISESINC. 


150 N. 13th St., Philadelphia 7, Pa. © LOcust 8-1071 


See Us 
Booth 1317 


JOBBERS 
SHOW 
SPECIAL 


National Housewares 
Show. McCormick Pl. 
Chicago Jan. 15-19 
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DON'T MISS THE 


BUYING GHECK LIST 


ON PAGE 82 




















100% Nylon Mops 


@ selected, soft 2-ply 100% NYLON yarn, 
perfect for dust absorbency. 


®generate static electricity — attracts, 
picks up dust, not scatters it. 


© dust under furniture, only 14” clear- 
ance—yet metal parts don’t scratch. 


© 42 years specialization in mops 
exclusively—5 year guarantee. 


Order from your jobber 


The DU-ALL Mfg. Co. 
“Tops in Mops” . 








Geneva, Ohio 
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Aids 
(Continued) 


New Wholesalers’ 











features about 40 items, and em- 
phasizes the idea of giving practi- 
cal items as Christmas gifts. 
Merchandise included housewares, 
cookwares, kits for the home 
craftsman, sporting goods items 
and giftwrap needs. 


Promotions 
Manufacturers’ New 


Promotion Plans 


Magic Iron to increase 
1962 advertising outlay 


Magic Iron Cement Co., Cleve- 
land, has increased its 1962 ad out- 
lay, and is coming up with its 
largest consumer ad program. 

Ads will appear in Better Homes 
& Gardens, Saturday Evening Post, 
Look, Sunset, Popular Mechanics, 
Popular Science, House & Garden, 
House Beautiful and Family Handy- 
man. 


Lincoln Metal continues 
BeautyWare ad program 


Lincoln Metal Products Corp., 
Brooklyn, N. Y., will continue its 
program for BeautyWare house- 
wares products in 1962 on several 
national television shows. Con- 
sumer magazine ads will appear in 
Better Homes & Gardens and Good 
Housekeeping. 








No. 231 SPRING-ACTION 
HEAVY DUTY DOOR STOP 











“Little Things” 





No. 340 HAND RAIL 
BRACKET 








No. 142 TUTCH LATCH 





WESSEL 


are welcome in every home 


That customer who walks in this morning for 
just a few nails or screws, may be back tomor- 
row for gallons of paint. 

Yes, even the smallest customer deserves “baby- 
ing’’—so never under-estimate the importance of 
‘little things.” 

WESSEL makes more than seventy little spe- 
cialties that your neighbours need day after day 
after day. 

WESSEL means fast turnover, good markup, 
good profits because WESSEL merchandise is 
attractively skin packaged or POLYpak’t to en- 
courage impulse buying from bins or pegboards. 
Have your jobber’s salesman show you the 
WESSEL line—little things to make your 
PROFITS grow! 

WESSEL HARDWARE CORPORATION 
919-931 N. 5th St., Philadelphia 23, Pa. 
Canada: Geo. S. Hall Co., 25 Grenville St., 

Toronto 1. 


little hardware specialties for 
hig profits 
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¢Complete Newest Set 
of Key coord Tags 
yColorful Str 


Comparative cor\ 


STAR Key & Lock 
Manufacturing Co. 





51 s—_ rere, Street y 
Brooklyn, N. Y. 


(WRITE FOR YOUR res 
a te ==yi et } 


another Viche& “best seller” 


Time Sawer 


WRENCH SETS 
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SEE THE 


LIST 


PAGE 82 





BUYING CHECK 


10-piece 
combination 
wrench set | 








Made for the Hardware Trade. 
Finest quality drop forged, 








, THERE IS A DIFFERENCE IN CHAMOIS 
SUNSTEIN 


GENUINE | 
CHAMOIS SKIN 


| chrome plated with accurately- 
| milled openings and  mirror- 
| polished streamlined heads. 14 
| different sets .. . 3 to 17 pieces. 
| Attractively packaged. Priced to 
j sell. Ask your wholesaler for 
| profit facts. A-5100A 
| OULETOV 
I 
| 
/ 
I 
| 


a a 
SUBSIDIARY OF ~ 


Viehek Tool Co. 


Cleveland 4, Ohio of 








Want more facts? Circle 179, p. 89 
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Share in the prestige of this famous name .. . 


For more than a quarter of a century, the Duncan Hines rec- Di uncaw 
’ 


ommendation has influenced America’s dining habits. Now you can 
offer your customers the same appealing symbol in products for 


the home. 


RECOMMENDS... 


Duncan Hines kitchen implements and gift items carry the same 
built-in recommendation that millions of people already depend upon. 
To this national tradition, add the increased recognition resulting 
from the massive Duncan Hines promotion program. Total—billions 
of consumer impressions, all working for you at the point of pur- 


chase! 


HINES-PARK FOODS, INC. / 408 East State Street, Ithaca, New York 


Want more facts? Cricle 181, p. 89 














new formu! 


quick check woo 





Your Favorite 
90 fast selling kitchen tools be Fix-It Line ' ; 


re then | - | — tenes aus 
Here are just 4 of “y does eee . a a Homemakers. | MATCHWOOD EE copes 
and howsehe' ee generations of AmENCST | RUST DISSOLVER o. 
event Price 10 E-POX-E FILLER 


Order from your jobber or write 
) 


THE WOODHILL CHEMICAL CORPORATION~ 


“Originators and World’s Largest Manufacturers of Plastic Metals’ 


1390 East 34th Street Cleveland 14, Ohio 


Want more facts? Circle 183, p. 89 


keep profits UP with UPLAND 
SKIN-PACKED WRENCH SETS 


New “see-through” packaging sells for 
you—speeds up turnover—boosts profits, 


because THERE'S NO PRICE INCREASE. 


LE : 
4 | POCKET HEX KEY WRENCH SET 
cals 394 | : No. SP-7K—I-Beam Construction, bright plated. 


Extra strong, tool steel hardened and tem- 











an ITEM FOR 























Be : porns Aye eys. por surface —— 
ae Ih A. ye eed. eys swivel | or easy use izes 
; no. 48 ae 826 rn ae, Poe @ eG “ .050"' to 3/16" across flats, fit #3 to %"’ 

NG pADHOLDER, Housewares Show K ee 7. screws. One dozen per box, one gross per 
scour! , ; : * eee shipping carton. Shipping wt. 36 Ibs. per 
For complete information and catalog . . eae . Se gross. Retail 98¢ ec. 
of all 100 T & S items, write today 


= i = : : Terms: 2% 10 days, net 30, F.O.B. factory. 
ee v4 ie i For full-line catalog ond name of nearest jobber, write: 

| NNECTICU UPLAND INDUSTRIES, Inc. 
es ee ed UPLAND 7, PA. 
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> 


\ PACKAGES! 
| / IMPULSE 
eh } if PROFIT-MAKERS 


By the originators of Plastic Garden Hose... 


A FULL LINE FROM 
32” to %” FULL I.D. 


Plymouth offers you the profitable line 
in every price range — brightly 
packaged and fully guaranteed — by 
the originators of plastic garden hose. 
FREE CATALOG. 








rascrion 
aed A FULL LINE OF SLIPKNOT 


ELECTRICAL TAPES 


SLIPKNOT FRICTION TAPE — the most 
widely used brand in the world — in 
counter display and impulse-sale 
cards. SLIPKNOT PLASTIC ELECTRICAL 
TAPE — displays, cards, and the ex- 

. clusive FLIP-N-CUT® dispenser-cutter 
rs Ae guienitc & “package. FREE CATALOG. 
Suieknor | %°) Oy fare 


PER POSE ~ 


| SLIPKNOT 
6¥2” deep : COLOR PLASTIC TAPE 


2012” high 
ALL-AROUND HOUSEHOLD TAPE in a 
new self-service merchandising display 
rack. 12 decorator colors in self- 
sticking, stretchy, waterproof vinyl 
tape. More footage — 120 inch rolls 
— 12 inches more than other brands. 
Proven faster turnover with greater 
profits! 7 doz. rolls, shipped on FREE 
rack. FREE CATALOG SHEET. 





Space No. 3127—National Housewares Show 
Room No. 1087, Hotel Morrisson 
independent Housewares Exhibit 


| 5d D> O\) (0) OM 3) © G9 50 08 53 53 3 5 an Ol OD." 8 27. On ® Oe On i OF 


QUALITY SINCE 1896 CANTON, MASSACHUSETTS 


Want more facts? Circle 185, p. 89 
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News About Dealers: Arizona Dealer 





Relocates; Illinois Couple Buys Store 


Glendale, Ariz—Don Fish- 
er has opened the Echo 
Hardware store in Glendale, 
moving his shop frem Sun- 
nyslope. The store selis 
paints, hardware, small ap- 
pliances, pet supplies, mow- 
ers, gift items and fishing 
equipment. 


East St. Louis, Ill. — Art 
and June Waldvogel have 
bought Loisel Village Hard- 
ware in Loisel Village Shop- 
ping Center from Jerry 
Mackin, who had operated 
the store since it was opened 
in 1952. 


Burlington, Ky.— Hebron 
Plumbing & Hardware has 
been purchased by Virgil 
Humphrey and Cecil Kenyon 
from Leo Lawson, owner-op- 
erator for several years. 


Fontana, Calif. — Harris 
Bros. Hardware is closing 
its doors after more than 15 
years in business. 


Rockford, Mich. — Jack 
Mooney is opening a general 
hardware and sporting goods 
store in the former Finch 
Bros. Meat Market. 





Ww. C. GETTEMY 


W. C. Gettemy Ends 
48-Yr Hardware Career 


W. C. Gettemy is retiring 
from the Nicholson File Co., 
Providence, R. I., Dec. 31. He 
has called on wholesalers in 
the Rocky Mountain states 
for 48 years. 

During his career he rep- 
resented Union Horse Nail 
Co., Heller Tool Co., Fowler 
Horse Nail Co., Capewell 
Mfg. Co., and Nicholson. He 
has called on original found- 
ers of wholesale firms and 
also upon their grandsons. 

Mr. Gettemy was given a 
farewell luncheon in Prov- 
idence. He will reside in 
Denver. 


Central States Club 
Will Meet in January 


The 24th Annual Dinner 
Party of the Central States 
Hardware Club will be held 
at the LaSalle Hotel, Chi- 
cago, Jan. 15. 

The program includes re- 
freshments and dinner at 
7 p. m., followed by a short 
business meeting, installation 
of officers and directors, and 
a floor show. 

Reservations are being ac- 
cepted through Jan. 11 by 
Ben Leve, secretary-treas- 
urer, Central States Hard- 
ware Ciub, 1104 Dobson St., 
Evanston, Il]. Cost is $10 per 
person. 


Phifer Wire Products 
Names Sales Managers 


Phifer Wire Products, Tus- 
caloosa, Ala., has appointed 
Benjamin T. Barnett national 
sales manager and Gross 
Scruggs manager of filter 
sales. 

Reese Phifer, owner of the 
firm, said the appointments 
are part of a national drive 
to increase sales of aluminum 
screens, filters, and nails. 
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DONALD R. BUTLER 


Butler to Head Sales 
For Vichek Plastics 


Donald R. Butler has been 
appointed sales manager of 
the Vichek Plastics Div., 
Vichek Tool Co., Cleveland. 
His headquarters will be at 
the Middlefield, Ohio, plant. 

Mr. Butler was with Vichek 
from 1949-58, and was most 
recently sales manager for 
Plastic Products Corp., Solon, 
Ohio. 


Interstate Hardware 
Group Elects Luekens 


Interstate Hardware Mer- 
chandising, Inc., national 
marketing organization at 
Cleveland, has re-elected N. 
F. Luekens as president and 
treasurer. Mr. Luekens is 
also president, The Geo. 
Worthington Co., Cleveland, 
one of Interstate’s nine par- 
ticipating firms. 

Other officers elected are: 
James P. Townley, president, 
Townley Metal & Hardware 
10., Kansas City, Mo., vice- 
president; Walter M. Bocher, 
managing director and gen- 
eral manager; Andrew C. 
Hartzell, Jr., attorney, sec- 
retary. 

Besides Worthington, In- 
terstate’s members are Baker 
& Hamilton Co., San Fran- 
cisco; California Hardware 
Co., Los Angeles; Inland 
Hardware Co., Pasco, Wash.; 
Schaberg-Dietrich Hardware 
Co., Lansing, Mich.; Seattle 
(Wash.) Hardware Co.; Zork 


Hardware Co., El Paso, 
Texas; and Zork Hardware 
Co. of New Mexico, Albu- 
querque. 


Bowers Names Williams 
National Sales Manager 


Paul R. W’.... *s, Sr., has 
been named director of na- 
tional sales for Bowers Mfg. 
Co., Toledo, Ohio. 

Mr. Williams was a manu- 


v 


PAUL R. WILLIAMS, SR. 


facturers’ agent for the 
plumbing industry for 28 
years, operating as Paul R. 
Williams & Associates in 
Indianapolis. 


W. B. Courtney Elected 
To Thor Executive Post 


William B. Courtney has 
been elected executive vice- 
president of the SpeedWay 
Mfg. Div., Thor Power Tool 
Co., Aurora, Ill. He was vice- 
president of marketing. 

Mr. Courtney will start 
SpeedWay’s 1962 sales pro- 
gram at a Chicago meeting 
of representatives in Janu- 
ary. 


Robbins Elected Head 
of Toy Manufacturers 


Saul Robbins was elected 
president of the Toy Manu- 
facturers of the U. S. A.., 
Inc., at the group’s 45th an- 
nual meeting. Mr. Robbins 
is president of Remco Indus- 
tries, Inc., Newark, N. J. 
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Fire Destroys Offices 
Of Witte Hardware Co. 


Fire gutted the 4-story of- 
fice building of Witte Hard- 
ware Co., wholesaler in St. 
Louis. 

Witte’s 5-story warehouse, 
separated from the office 
building by an alleyway, was 
not harmed. Much of the 
stock of appliances had been 
moved to the main warehouse 
recently, thus keeping the 
loss confined to office equip- 
ment and supplies. 


D. J. Gemmell Retires 
After 52-Year Career 


David J. Gemmell, director 
of sales, Hodell Chain Co., 
Cleveland, is retiring Dec. 
31. He has served the hard- 
ware industry for 52 years. 

Mr. Gemmell entered the 
hardware field in 1908 as a 
representative for a_ clock 
manufacturer. He later 
joined Beaver Beard Co., and 


remained with the firm until 
entering the service during 
World War I. 

Mr. Gemmell joined U. S. 
Chain and Forging Co., now 
the McKay Co., and in 1930 
became associated with the 
former Cleveland Chain & 
Mfg. Co. He joined Hodell 
in 1951. 

Though his retirement will 
be effective at the end of the 
year, Mr. Gemmell will serve 
as a special representative 
for Hodell, making occa- 
sional contacts with cus- 
tomers. 


Cadman Co. Acquires 
Tile Smile From Upson 


Cadman Co., Cleveland, has 
acquired Tile Smile, a wall 
tile cleaner, from Upson 
Chemical Co., Lockport, N. Y. 

The purchase was in keep- 
ing with Cadman’s policy of 
expansion through acquisi- 
tion of new product lines. 





Hardwaremen Support Madden-Capehart Bill 





Local businessmen, with hardware dealers prominent, have been 
meeting in several parts of the country to discuss and support the 
tenets of the Madden-Capehart Quality Stabilization Bill. Most 
recent meeting, see photograph, found Robert Lenfesty, President, 
Seattle (Wash.) Hardware Co. (left); Washington Sen. Warren 
G. Magnuson, chairman of Senate Commerce Committee; and 
Ray Eckmann (right), representing ready-to-wear merchants, in 
agreement: "We believe the bill is vital to survival of small busi- 
nessmen." At another recent roundtable on this subject, dealers in 
the Oklahoma City, Okla., area met with Sen. Mike Monroney and 
bill-sponsor, Congressman Ray Madden, to voice strong support 


for the bill. 


Indastrial Distributors’ Annaal Awards 
Program Is Announced to Manufacturers 


The Eleventh Annual 
Awards Program sponsored 
by the National Industrial 
Distributors’ Assn. and the 
Southern Industrial Distrib- 
utors’ Assn. has been an- 
nounced to the American 
Supply & Machinery Mfrs. 
Assn. 

The awards are made in 
four advertising and promo- 
tion categories: magazine 
and publications advertising; 
direct mail; catalogs; and 


unique uses of the industry 
emblem. 

Entries are due by Feb. 9. 
Winners will be presented 
bronze plaques at the Triple 
Industrial Supply Conven- 
tion in New York City, 
June 4-6. 

The program is to encour- 
age manufacturers to pro- 
mote to the trade through 
advertising the important 
functions and extra services 
provided by industrial dis- 
tributors. 





Yale & Towne Creates 
Three Contract Posts 


Yale & Towne Mfg. Co., 
New York City, has created 
three executive posts in its 
Yale Lock & Hardware di- 
vision to increase services to 
contract hardware distribu- 
tors. 

Thomas 


A. Morris has 


THOMAS A. MORRIS 


been appointed product man- 
ager for builders’ locks. 
Charles H. Moody has been 
named manager of contract 
hardware service, and John 
E. McGee is his assistant. 
Mr. Morris joined the firm 
in 1935 as a correspondence 
clerk, and has held positions 
in the central office and in 
the field. Mr. Moody has 
been with Yale & Towne 
since 1928, and has been su- 


CHARLES H. MOODY 


JOHN E. McGEE 


pervisor of shelf hardware 
orders, contract hardware 
orders and expediting. Mr. 
McGee joined the company 
in 1945 as a messenger, and 
most recently was supervisor 
of contract hardware orders. 
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OVER 90% PROFIT 


with this traffic stopper! 


~-5O-PIECE 
WIRE WHEEL ASSORTMENT 


REGULAR LIST PRICE | .$27.40 
REGULAR DEALER COST .... $16.44 


Price S ett 
Slashed ! 


DEALER 


now only cost 








Wheel Diameters 
up to 3” 
on 


Most Wheels 
Double-Thick 


All Wheels 
with %° Shanks 
Ss 
Coarse and Fine 
Wire Sizes 


AT YOUR JOBBER OR ORDER DIRECT (WITH BILLING THROUGH YOUR JOBBER) 


COASTAL ABRASIVE AND TOOL co., inc. 


TREET, LONG ISLAND CITY 1. NEW YORK 
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— —News of the Trade 


The close of a career ... 


J. L. Wilbanks Takes His Last Order; Finds 
It The Same As The First, 40 Years Ago 





Mr. Wilbanks (left) hurdles 40 years of selling with a repeat order 
for fencing from Elder Glenn, Sr. 


J. L. Wilbanks, sales representative for C. M. McClung 
Co., Knoxville, Tenn., wholesaler, ended his career recently 
the same way he started it. 

Some 40 years ago, Mr. Wilbanks, of Chattanooga, took 
an order from Elder Glenn, Sr., of Glenn Brothers Hard- 
ware Co., Chickamauga, Ga. The oruer, for 20 rolls of 
fencing, tallied $100.40. 

In ending his 55 year hardware career, during which 
40 years were spent selling, Mr. Wilbanks took another 
order for 20 rolls of fencing from the same Mr. Glenn. 
But inflation had taken its toll, for the price this time 
was $249.75. 

McClung honored Mr. Wilbanks with a farewell dinner 
on Nov. 24. The hardware veteran is 72 years old, and a 
member of the HARDWARE AGE 50-Year Club. His son, 
James L., is also a salesman for the McClung Co. 

A remarkable facet of Mr. Wilbanks’ career is that he 
has driven an estimated half-million miles as a salesman 
without having an accident. 








Dealer Is Honored on 100th Birthday 


Time was turned back in Oakland, Md., as a week-long celebration 
was held commemorating the |00th birthday of hardware dealer 
Alonzo D. Naylor. Mr. Naylor's employees and family dressed in 
costumes popular at the turn of the century, delivered packages 
from the hardware store in a horse and buggy. Mr. Naylor drove 
the buggy home each night after closing the store. A reception 
was held in his honor, with more than 600 persons attending. In 
the photo Mr. Naylor, left, receives a lamp shaped like a Cones- 
toga wagon from Trustworthy dealers. The lamp was presented by 
John Lunz of J. A. Williams Co., wholesaler in Pittsburgh. 





——News of the Trade 


New Officers Elected 
By Gibson-Homans Co. 


Wilbur F. Schmitt was 
elected president, and Wil- 
liam B. Painter vice-presi- 
dent sales for Gibson-Homans. 

Other elected officials are: 
Eric C. Wormser, vice-presi- 
dent research and production 


WILBUR F. SCHMITT 


and Leonard V. Schneeber- 
ger treasurer. James J. Leisy 
continues as secretary, a post 
he has held since 1946. 

Mr. Schmitt has been with 
Gibson-Homans 32 years. He 
was sales representative and 
sales manager, and had been 
vice-president since 1957. 

Mr. Painter has been with 
the firm 15 years. He was 


WILLIAM B. PAINTER 


purchasing agent, sales rep- 
resentative and division man- 
ager in Matawan, N. J., and 
general sales manager since 
1957. 

Mr. Wormser had been re- 
search director since 1956. 
Mr. Schneeberger had been 
company controller since 
1952. 


Kwikset Appoints Two 


James Sexton and Howard 
Kopp have been appointed 
customer relations represent- 
atives for the Kwikset Sales 
& Service Co., Anaheim, 
Calif. Both men will be as- 
signed to the field after com- 
pletion of a training program. 


GLENN R. TORBETT 


Torbett Is Promoted 
To Vice-President 


Glenn R. Torbett has been 
elected vice-president-director 
of purchases of Summers 
Hardware & Supply Co., 
wholesaler in Johnson City, 
Tenn. 

Mr. Torbett has been with 
Summers Hardware for more 
than 25 years, and for the 
past 12 years has been a 
buyer in housewares and 
builders’ hardware. 

Mr. Torbett has been a 
speaker at the Southern 
Wholesale 


convention. 


W. B. Kempton Directs 
Keystone-Seneca Sales 


William B. Kempton has 
been appointed sales direc- 
tor for Keystone-Seneca Wire 


WILLIAM B. KEMPTON 


Cloth Co., subsidiary of Sen- 


eca Wire & Mfg. Co., Fos- 


toria, Ohio. 

Mr. Kempton was sales 
manager of the eastern divi- 
sion. He also continues as 
marketing manager of the 
parent firm. 


Rival Acquires Wells 
Rival Mfg. Co., 


Specialty Co., Chicago. Rival 
will continue to market the 
Wells line of salad makers, 
both for home and commer- 
cial use. 





Hardware Assn. | 


Kansas | 
City, has purchased the Wells | 





"Double Your Money Back’ 


on this COASTAL quality 


90-PC. 
GRINDING 
WHEEL 
ASSORTMENT. 





(VITRIFIED 


ALUMINUM OXIDE cy , 





ALL WHEELS 
WITH 144” SHANKS 
ATTACHED 


Consists of 


8-1" x1" 


8-114" x1” 

8-2" x 14” § 
7-2" x 14" > 
124 a4" | 


6 - 214” x yy” 
6 - _ + 1” DEALER COST 


— and they all sell! J 





TOTAL 
RETURN ——__ 


TOTAL 
cost. ——— 


YOUR PROFIT —————_ 


$24.50 


12.00 
$12.50 





AT YOUR JOBBER OR ORDER DIRECT (WITH BILLING THROUGH YOUR JOBBER) 


COASTAL 


COASTAL ABRASIVE AND TOOL CO., INC. 


‘ AND & if ) NE VV y rm Fr. 


T Ret f T | ONG vy 


Want more facts? Circle 187, p. 89 
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brief reports of 


MANUFACTURERS SALESMEN 


@ Proen Products Co., Berkeley, Calif.—Southeastern states 
to Gardner & Meredith, Chattanooga, Tenn., following the 


retirement of Ed Hoge & Co. 


@® Osrow Products Co., Glen Cove, N. 


Y.—Maryland and 


Virginia to Sam Srour and Floyd Longerbeam of Sam 
Srour & Associates, Silver Springs, Md. Oklahoma, Arkan- 
sas, Louisiana and Texas, excluding El Paso, to David 


Swift & Co., Dallas. 


Frank Wayne, 


recent addition to 


Swift’s staff, will represent Osrow. 


@ lona Mfg. Co., Manchester, Conn.—Florida to R. M. Hit- 
ner, Tampa. Mr. Hitner is a new member of Pendergraph- 
Jackson Associates, Iona’s southern representative. He had 
been with Graybar Electric Co. for 18 years. 


@ Hoover Bathroom Accessories Div., Hoover Ball & Bear- 
ing Co., Fowlerville, Mich.—Georgia, Florida and Alabama 


to A. B. Robson Co., Atlanta. 





OBITUARIES 





H. B. Kennedy 


H. B. Kennedy, a former 
president and board chair- 
man of Wimberly & Thomas 
Hardware Co., wholesaler in 
Birmingham, Ala., died. He 
had been in the hardware 
field 73 years, and was con- 


H. B. KENNEDY 


sidered the dean of hardware 
men in the Birmingham area. 
Mr. Kennedy started in 
1889 as a salesman for May 
& Thomas Hardware Co., 
predecessor of Wimberly & 
Thomas. After 45 years 
traveling he managed the sil- 
verware and cutlery depart- 
ment. In 1946 he became 
president of the company, 
and later board chairman. 


George Friedman 


George Friedman, founder 
and president of Precision 
Lock Mfg. Co., Brooklyn, 
N. Y., died recently. He was 


also founder and former pres- 
ident of Security Hardware 
Mfg. Co., Brooklyn. 

Mr. Friedman’s career be- 
gan in 1930 in the automo- 
tive replacement handle and 
accessories field. He has also 
been responsible for design- 
ing and engineering many in- 
novations in the lock manu- 
facturing field. 


Frank A. Grooss 


Frank A. Grooss, veteran 
salesman for Champion De- 
Arment Tool Co., Meadville, 
Pa., died recently. He had 
been in the hardware field 
more than 50 years, and 
traveled 14 midwestern states. 


Percy G. Maddock 


Percy G. Maddock, chair- 
man of the board of Mad- 
dock & Co., Inc. industrial 
distributor in Bala-Cynwyd, 
Pa., died recently. 


John A. Campbell 


John A. Campbell, 50, vice- 
president and secretary of H. 
Gerstner & Sons, Inc., Day- 
tor, Ohio manufacturer, died 
receritly. He had been with 
the firm 23 years. 


H. Prescott Brigham 


H. Prescott Brigham, who 
had been associated with 
Bridgeport Fabrics, Inc., 
Bridgeport, Conn., died re- 
cently at his home in East 
Orange, N. J. 
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News of the Trade— 








Dates Announced For 
Wholesalers’ Shows 


Ace Hardware Corp., 
Summer Convention & 
Toy Show, June 10-12, 
at Grand Ballroom, 
Conrad Hilton Hotel, 
Chicago. 


Walter H. Allen Co., 
Inc., Semi-Annual 
Stockholders’ Meeting, 
Jan. 30, at Statler Hi!- 
ton Hotel, Dallas, 
Texas. 


Moore-Handley, Inc. 
Two Merchandise 
Marts. Jan. 7-12, at 
company offices, 492 
Craighead St., Nash- 
ville, Tenn., and Jan. 
14-19, at company of- 
fices, 27 S. 20th St., 
Birmingham 2, Ala. 


Nash Hardware Co., 
Spring Market, Feb. 
18-19, at Exhibition 
Hall, Texas Hotel, Fort 
Worth, Texas. 


Northern Wholesale 
Hardware Co., Conven- 
tion & Merchandise 
Show, Feb. 18-20, at 
company offices, 805 
N.W. Glisan St., Port- 
land, Ore. 


Oklahoma Hardware 
Co., Spring Market, 
Feb. 4-5, at Huckins 
Hotel, Oklahoma City, 
Okla. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 120. 











Simon Hardware Sales, 
Net Earnings Increase 


Simon Hardware Co., Oak- 
land, Calif., reports increases 
in sales and net earnings for 
the five months ended Sept. 
30. 

Sales were $5,413,416, com- 
pared to $3,371,889 for the 
same period a year ago. 

Net income was $44,557, 
equal to 6 cents a share of 
common stock after preferred 
dividends. Net for the entire 
year ended April 30, 1961, 
totaled $19,548, equal to 1 
cent a share. 


Pacific Coast Meeting 
To Be held May 10-13 


The 17th Annual Pacific 
Coast Regional Builders’ 
Hardware Conference will be 
held in Seattle May 10-13. 
The timing coincides with 
the Seattle World’s Fair. 

Sessions will be at the 
Olympic Hotel. Sponsors are 
Seattle members of the Amer- 
ican Society of Architectural 
Hardware Consultants and 
the Nationai Builders’ Hard- 
ware Assn. 

Co-chairmen of the confer- 
ence are NBHA president 
Walter McAninch of North- 
west Builders’ Hardware, and 
Lloyd Wold, Wold Hardware, 
Everett, Wash. 

Committee chairmen, all in 
Seattle, except where noted, 
are: finance, Herb Dill, 
Schlage Lock; reservations, 
Willis Curry, Schwabacher 
Hardware; registration, Tom 
Shannon, Builders’ Hardware 
& Supply; program, Ron 
Erickson, Ernst Hardware, 
and Norm Zeigler, Washing- 
ton Hardware, Tacoma; en- 
tertainment, Stan Langlow, 
Pacific Hardware, Tacoma; 
publicity, Don Hine, United 
Hardware. 


Here is a Haven for 
Confused Businessmen 


If you are in Washington 
and want to see someone in 
government about a business 
matter and don’t know who 
to see, go to the Business 
Service Center. 

The Center has just been 
opened to help bewildered 
business visitors find their 
way around the capital. 

The Center is in the foyer 
of the auditorium on the first 
floor of the main Commerce 
Building, 14th St. N. W., be- 
tween E St. and Constitution 
Ave. The hours are 8:30 
a. m. to 5 p. m. 


Independent Show Up 


The 24th Independent 
Housewares Exhibit at Chi- 
cago, Jan. 14-18, will offer 
more than 1000 booths and 
exhibit rooms, a 20 per cent 
increase over last year, IHE 
management says. Pre-show 
registrations are also at a 
record high. Newly installed 
escalators at the Morrison 
Hotel, show headquarters, 
will speed the flow of buyers 
between floors. 








Hardware Man's Hobby 
Spreads Yule Spirit 


Each Christmas, an 8-ft 
lighted star atop a 400-ft hill 
behind the home of Mr. and 
Mrs. A. O. Curtis directs vis- 
itors to the Christmas Fairy- 
land which occupies’. the 
grouncs below. 

Mr. Curtis, president and 
general manager of General 
Hardware & Supply Co., 
Philipsburg, Pa., makes 
Christmas his hobby. Over 
the years, and with the help 
of his wife, he has put to- 
gether one of the most com- 
plete holiday displays. More 
than 50,000 persons visit the 
Fairyland each year. 

A 16-ft mechanical Santa 
Claus stands at the entrance 
to welcome guests. Inside 
the Fairyland there are 
many life size displays, min- 
lature villages, a miniature 
theatre, mechanical displays, 
thousands of lights. The en- 
tire area is filled with holi- 
day music. 

The wishing well is also a 
favorite of visitors. Last 
year wishers tossed more 
than $850 into the well, all 
of which was turned over to 
charity. Near the well is a 
giant mailbox for children’s 
letters to Santa. 

Mr. Curtis’ theme this 
year is “Put Christ Back 
Into Christmas,” emphasized 
with a 100-ft Nativity scene. 


Harold Smith Retires 
From Hodell Chain Co. 


Harold Smith, industrial 
sales manager for Hodell 
Chain Co., Cleveland, retired 
recently. 

Mr. Smith had been with 
Hodell since 1942. Prior to 
this he was with Firestone 
Tire & Rubber Co., and with 
Bell Telephone Co.’s Yellow 
Pages. 

Mr. Smith has also gained 
a reputation in music as an 
orchestra leader, and was 
one of Cleveland’s first paid 
radio performers. 


Implement Group Names 
Assistant Secretary 

John Watson has been 
named assistant secretary of 


the Western Retail Imple- 
ment & Hardware Assn., 


RAYMOND P. HAWKINS 


Texas Housewares Club 
Elects 1962 Officers 


Raymond P. Hawkins, rep- 
resentative for the Wash- 
burn Co., has been elected 
president of the Dallas-Fort 
Worth Housewares Club for 
1962. 

Other officers are: Charles 
Pierce, Walter E. Allen Co., 
vice-president; Richard H. 
Eckert, manufacturers rep- 
resentative, treasurer; James 
A. Carr, manufacturers rep- 
resentative, secretary. 

Directors are M. W. Dar- 
den, Huey & Philp Co.; Jack 
Keitz, Housewares Distribut- 
ing Co.; and Charles Warlick, 
Cullum & Boren Co. All of 
the new officers and direc- 
tors are from Dallas. 


News of the Trade alias 
| 600 Retailers Hear Price Bill Discussion 





— — 


About 600 members and guests of the lowa Retail Hardware Assn., 
Retail Clothiers Assn., Retail Jewelers, and the Pharmaceutical 
Assn., turned out to hear Sen. William Proxmire (Dem., Wis.) dis- 
cuss the fair competitive practice bill. Sen. Proxmire is its co- 
sponsor. The lowa groups heard the bill called “a vital curb to 
price-paring.' The all-day meeting was held at Des Moines. A 
number of senators and congressmen from lowa were on hand to 
hear a review of the state of small business in competition with 


price cutters. 





Super Service Group 
Holds Second Meeting 


The Super Service Stores 
group of hardware whole- 
salers held its second annual 
business meeting recently at 
Atlantic City, N. J. The 
meeting centered on promo- 
tional plans for 1962. 

Wholesalers attending the 


meeting were: W. W. Conde 
Hardware Co., Watertown, 
N. Y.; E. K. Tryon Co., Phil- 
adelphia; Fries, Beall & 
Sharp Co., Springfield, Va.; 
S. Federbush Co., Paterson, 
N. J.; and Swank Hardware 
Co., Johnstown, Pa. Black 
Hardware Co., Galveston, 
Texas, also a member of the 
group, was not represented. 





Kansas City. 

Mr. Watson was manager 
of the association’s account- 
ing services the past five 
years. 


Salesmen of Junkune Bros.-National Lock Co. met with company officials in Chicago for the firm's 
first national sales meeting. The company announced new advertising plans and dealer promotions 
emphasizing the firm's 50th anniversary in 1962. Seated, left to right: Ralph Sullivan; Al Hamilton; 
George P. Junkunc, president; Hy Mallen; Norman Williams. Standing: Hy Hoffman; Emanuel 
Mancero; Alan Key; Willis Lynch; Harold Herbert; Robert Cullins; Bill Sells; Ray Kotrba; Eliot 
Selinger; George Collett; Jay Nixon; Clarence Pitt; Larry Larrabee; Joseph H. Woolf. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wantod, etc. 


Set solid, 50 words or less 
Each additional word 


Positions Wanted 
Rate) set solid, 50 words or 
ae 


{ ren 


Each additional word 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 

No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 


WARE AGE-—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





CHAIN SAW 
DISTRIBUTOR WANTED 


U. S. Importer of leading West-Ger- 
man saw seeks Distributor(s) for IL 
and Mo. Unequalled in lugging capacity, 
one year engine guarantee. Parts avail- 
able immediately from large U. 8S. stock. 


Factory sales and service help, na- 
tional advertising with assistance on 
local level. Excellent trade discounts. 


Choice territories still available. 
Give full information on present lines, 
sales force, territory covered to: 


BOX 1223, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALESMEN WANTED 


With following to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, a lead- 
ing line of competitive unconditionally guaranteed 
paint brushes. Full or side line. Guaranteed terri- 
tories. Give particulars and territories covered 
in first letter. 


Box 1142, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVE WANTED 


Excellent line of Fiberglass Garden Ornaments, 
Planters, Fountains and Waterfalls. A good op- 
portunity for sales concerns calling on Depart- 
ment Stores, Garden Centers, etc. Write giving 
territories and lines carried. 


Box 1218, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















REPRESENTATIVES WANTED 


Manufacturer of Quality Line of Special Purpose 
Locks Has Open Territories For Experienced Hard- 
ware Representatives Calling On Industrial Hardware 
Users. Submit Complete Details Giving Territory 
Covered And Lines Handled. 


MEYER INDUSTRIES. INC. 
140 ADAMS STREET, LEOMINSTER, MASS. 








REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representative calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 











REPRESENTATIVES 


with following wanted to sell Sharon Assortments 
and Refills directly te the Hardware, Buildin 
oy Stores and Lumber —— in Manhattan- 
Kings and Bronx Counties, New York. Full or side 
line. Guaranteed Territorie ood commission. Give 
area covered and full particulars in first letter te 


SHARON BOLT & SCREW CO., INC. 
P.O. BOX 239, NORWOOD, MASS 











EXCELLENT LINE FOR SALES REPRE- 
SENTATIVES calling on the Retail Trade and 
Hardware, Department, Variety and Chain 
Stores. Manufacturer has complete line of pro- 
motionally priced Aerosols including Paint to 
sell. Top commission paid. Write giving refer- 
ences, lines carried and territory covered to Box 
1137, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





REPRESENTATIVE WANTED: Revolution- 
ary item available all states excepting North and 
South Dakota, Wisconsin and Minnesota. Prefer 
an Organization well known for their effective 
approach in offering a specialty item to the 
Wholesale Retail Hardware, Variety Store, Rack 
Jobbers. Perfect Sales “Material and working 
models available. Ever Seal Ball & Guide water 
closet tank non-electrolytic item, non-corrosive 
item. Sure shot in adverse water condition local- 
ities. Write Sales Director J. & R. Manufactur- 
ing Co., 1527 ust St., Louisville 6, Ky. 
Reply guaranteed. 





We seek a MANUFACTURER’S REPRE. 
SENTATIVE interested in making additional 
money to call on hardware stores selling the big- 
gest volume item in the building trade—nails 
packaged and bulk, also staples, bolts and alum- 
inum products. mcrative territories available 
east of the Mississippi. Please forward informa- 
tion including exact territory covered and present 
lines represented. Tremendous opportunity in 
rapidly expanding field. Box 1216, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


138 © HARDWARE AGE, December 28, 1961 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, Hard- 
ware Stores and Lumber Yards, etc. Give all par- 
ticulars first letter, all inquiries held strictly con- 
fidential. Write: 


MAJESTIC BRUSH MFG. CORP. 
210 W. 29TH STREET, NEW YORK |! 








REPRESENTATIVES WANTED 


to handle nationally distributed top quality 
contact cement and solvent which has been 
awarded Good Housekeeping Seal. Competi- 
tively priced. Liberal commissions. Several 
territories available. 


BESTWOOD CORPORATION 
49 Empire Street, Newark, N. J. 











SALES REPRESENTATIVE wanted for 
Ala. to sell complete line of builders’ hardware, 
including locksets, door closers, hinges, pack- 
aged fasteners, carded hardware. Box 1131, c/o 
Harpware Acre, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





SALES REPRESENTATIVE wanted for 
Ohio, Ky. and W. Va. to sell compiete line of 
builders’ hardware including locksets, door closers, 
hinges, packaged fasteners, carded hardware. 
Box 1130, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALESMAN PLUMBING AND HEATING 
SPECIALTIES. Sell at 10% commission for 
Plumbing Specialty firm established over 20 years. 
Exclusive territory. Replies held confidential. 


he ony Co., Inc., 216 Grand Street, Bklyn. 
te F : 





WANTED: SALES REPRESENTATIVES 
familiar with promotionally priced, imported, 
hand tools. Must have strong contacts with dis- 
count, drug, auto, variety chains as well as 
jobbers. Protected territories by contract. States 
open: Western Pennsylvania, New York State, 
Michigan, Illinois, Wisconsin, plus territories in 
Midwest and Southeast. Box 1214 c/o HarRDWarRe 
Acre, Chestnut & 56th Sts., Philadelphia 39, Pa. 


FACTORY REPRESENTATIVE WANTED 
to contact Retail Hardware and Lumber Yard 
trade in New England. Miscellaneous hardware 
items and substitute glass. Exclusive territory. 
Peerless Mfg. Co., Inc., 2100 
—— Pa. 


Commission basis. 


N. 1lith St., 


—— 


ESTABLISHED MANUFACTURER OF 
PLASTIC garden hose and sprinklers, lawn edg- 
ing, floor matting, swim pool and boat covers, 
weatherstrip, storm windows, freezer bags, rain 
guards, tarpaulins, has desirable areas open for 
aggressive, experienced representativ es. State lines 
carried, territory covered. Reply in confidence to 
pence Plastic & Chemical Corp., Paterson 26, 








REPRESENTATIVES WANTED—Top Notch 
men only who want to supplement their income 
with an additional minimum of $45 per day. We 
have a paint specialty that has no equal in its 
field, Here is an opportunity that can assure you 
of earnings during those slow periods. We give 
you a training program, fully equip you to do 
the job, and then set you out on one of the 
most fool proof merchandising programs you have 
ever seen. This program is tested and proven. 
We need at least 20 men in various parts of the 
country and if you think you can do the job in 
your own territories, please write us giving us 
in your first letter a full resume of yourself, the 
lines that you now carry and the territory vou 
cover. We will contact you very soon thereafter. 
Write Box 1215, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED 


HELP WANTED BUSINESS OPPORTUNITIES 





Regional Sales Managers Wanted 


Earn double commission if you meet sales quota. 
Sell towel bars, paper holders, ete. to Contract 
Houses. You must be familiar with volume contract 
houses and do a volume job to get the double com- 
mission. Much travelling out of your heme town. 
Give full details in letter. 


CAL ENGINEERING CO. 
1032 Gerhart, Los Angeles 22, Calif. 











ACCOUNTS WANTED 








WELL ESTABLISHED 
MANUFACTURER'S REPRESENTATIVE 


seeking one additional line for Hard- 
ware, Plumbing, and Electrical Whole- 
sale Supply for Illinois and Southern 
Wisconsin. 

Box 1205, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











WELL ESTABLISHED SALES 
SENTATIVES covering Illinois, Wisconsin, 
Minnesota, Missouri, Michigan, Indiana, Ohio, 
Kentucky, interested in line for Variety, Drug, 
Auto, Paint Chains; Hardware, Housewares, 
Rack & Paint Jobbers. Box 1127, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRE- 





MIDDLE ATLANTIC STATES: Former 
manutacturer sales manager fifteen years back- 
ground in Hardware, Houseware and Building 
Material distribution seeks quality line. Box 
1221, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 











AGGRESSIVE SALES 
ESTABLISHED 21 YEARS: Interested 
quality line for Variety, Auto, Paint, Drug 
Chains, Housewares, Hardware and Rack Jobbers. 
Territories New York, New Jersey, Pennsylvania, 
Maryland, D.C., and Virginia. Box 1128. c/o 
Harpware Acer, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


ORGANIZATION 





ACCOUNTS WANTED: Aggressive sales 
representative covering all Puerto Rico desires fast 
moving lines on commission basis. Calling on 
hardware and housewares jobbers and mill and 
plumbing supply houses. ill furnish names and 
addresses of cther manufacturers at present 
representing. Also interested in jobbing items. 
Emilio Rodanes, San Jose 602, Apt. 6, Stop 25, 
Santurce, Puerto Rico. 


THE SALES EXECUTIVE 
WE WANT 
PROBABLY HAS A GOOD JOB 
RIGHT NOW! 


We manufacture and sell paint . . . good paint. 
We sell many, many gallons of it te leading hard- 
ware and paint distributors and dealers every year. 
There is a splendid opportunity in our organization 
today for a topnotch man who is now selling and is 
familiar with paint outlets. 


You will have a chance to grow in responsi- 
bility and remuneration, share in the present suc- 
cess and future growth of our well-established, pro- 
gressive, promotion minded company, manufacturing 
top-quality products for more than 70 years and 
constantly producing new ones. 


If you can qualify as a Sales Manager, if you 
have proved your ability to open new accounts and 
develop established ones—if you are looking for 
increased earnings and more responsibility—this 
may be the opportunity you are looking for. 


You should be familiar with the distribution and 
selling problems of the hardware and paint trade, 
willing to travel and be able to assist our men 
in the field and our customers with their mer- 
chandising problems. 


if you can measure up to this job, we offer 
you a Substantial Starting Salary, a Generous Bonus 
and Liberal Fringe Benefits. 


Write us fully regarding your background and 
experience. Your letter will be held in strict con- 
fidence. Our men know of this advertisement. 


Box 1200, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











A PROGRESSIVE EASTERN VOLUNTARY GROUP 
WHOLESALER is in the process of restaffing. There 
are openings for experienced hardware men who 
have been displaced by the changes taking place 
in distribution. Opportunities open for men with 
Catalog, Sales Promotion, Purchasing, or Merchan- 
dising experience. Men desiring an opportunity in 
these areas can find a satisfying outlet for their 
ambitions with this company. Location is suburban 
area, pheasant family living, good schools. Reply 
in confidence, with resume, to 


Box 1145, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











NEW ENGLAND STATES: Three man agency 
established since 1930, interested in major line. 
Large following in hardware, houseware, discount 
houses, chains, club plans, supermarkets, jobbers 
and dealers. Inquiries invited. Suite 314, 43 Leon 
St., Boston, Mass. 


WEST COAST TRADE ASSOCIATION is 
seeking top Merchandising Manager to work with 
retail members to improve their merchandising, 
operational systems, promotions and sales. 
future for right man, Give all particulars first 
letter, all inquiries held strictly confidential. Box 
1213, c/o Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


UNUSUAL OPPORTUNITY 


SALE: Retail hardware business—same loca- 
rowing Jersey §s& a lean 
han year old) ef Hardware, House- 
Electrical & plumbing ae Paint, Glass, 
. M attractive building—excellent lease. 
Owner wishes toe retire—Medium five figures cash 
required. Principals only. 


212, c/o HARDWARE AGE 
56th Sts., Philadelphia 39, Pa. 


FOR 
tien 





Box 1 
Chestnut & 











MANUFACTURERS REPRESENTATIVE 
calling on all segments of trade—Chicago and 
100 mile radius. Young, enthusiastic, going places 
in market, would consider a mutual business 
association with agent similarly set up. All per- 
tinent information must accompany immediate 
reply. Box 1219, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





FOR SALE: Retail Hardware store in North- 
east Iowa in rich farming area. Established 
over 80 years. Plumbing, Heating, electrical and 
appliance business—over 250 bottled gas accounts. 
New modern store building 80 x 100 on busy 
highway. Will sel] or rent. Inventory and fix- 
tures $35,000. Owner to retire. Box 1217, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





FOR SALE: Retail Hardware, Plumbing and 
Heating Store, established over 20 years. Located 
in Northwest North Carolina, Piedmont Area. 
Sales volume for 1960, $145,000. Clean stock and 
fixtures. Reason for selling, il] health. Reply to 
Box 1124, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


POSITIONS WANTED. 


THOROUGHLY EXPERIENCED SALES- 
MAN or sales engineer with experience in direct 
to retail, jobber, distributor and factory sales 
wishes to represent manufacturer in New Eng- 
land or Metropolitan New York or a combina 
tion of both. A real worker. Commission or 
other satisfactory means of compensation. Might 
consider position with outstanding Manufacturers 
Agency. Box 1134, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





POSITION WANTED with Hardware, House- 
ware and Sporting goods wholesaler or distribu- 
tor. 12 years experience in all types of hardware 
selling. Prefer Western Pa. or Eastern Ohio 
where I have a following. May consider relocat- 
ing. Box 1220, c/o Harpware Aceg, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





SALES MANAGER: Early forties, ove 
twenty-five years in hardware, has wide recogni 
tion and reputation in sales. Experience in 
training of salesmen, presentation at distributors 
sales meetings, planning sales tools, literatures, 
promotional incentives, lead procurement; every- 
thing else to do with increasing productivity of 
dealers and sales personnel. Box 1222, c/o Harp- 
ware Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





ing of the item in question. 





and only the trade name is known—look in 
the General Directory Section of the “WHO 
MAKES IT?” Number of HARDWARE AGE for 
that particular trade-name. You will find it 
listed alphabetically under the product head- 


There alongside the trade-name you will find 


HARDWARE AGE 


WHEN YOU ARE LOOKING FOR A CERTAIN PRODUCT 


the name of the manufacturer who makes it. 
The address of the maker will aiso appear 
with the firm name arranged alphabetically 
in the same list. 

Keep this Merchandise Directory Number 
where you can reach it quickly whenever 
you need help in buying hardware products. 


Chestnut & 56th Sts., Philadelphia 39, Pa. 
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LET’S GO FISHING WITH 


SALES BUILDERS 


NEW roo HOLDER 


For still fishing * %” galvanized 
steel * holds rod straight and firm 
* will not turn « fits all rods and 
in tackle box. 


W MAC FLOAT 

f (no treading necessary) 
New red and white plastic MAC 
Tear-Drop float for greater dis- 


tance plus accuracy when slip 
casting. 


NEW water-weicuteo 
ROD-TIP ACTION FLOATS 


This float filled with water for 
greater distance plus accuracy 
without adding sinkers. 


Call your jobber today! 
DAYTON BAIT AND MARINE PRODUCTS CGMPANY 


2701 South Dixie Drive * Dayton 9, Ohio 
Want more facts? Circle 188, p. 89 

















DESIGNED TO CARRY PROBLEM LIQUIDS 
in Industries, Hospitals, Gasoline Stations, forene Boats, Camps, Fallout Shelters, elc. 


NEW (‘Cop 


Equipped with cop, J 


Sotias weet win Re ewe JUG 


cap (measuring cup); pouring vent (5 & 212 gal. sizes). 
SUGGESTED RETAIL PRICES: 


yey 12 wnits per carton— 
1 Gal. 5 ats.) $949 shipping weight 15 Ibs. 
(capacity 4 6 units per carton— 
21 Gal. 11 ats.) $3 ’ shipping weight 14 Ibs. 
(capac een $Z00 6 units per carton— 
5 Cal. 22 ats. 6 shipping weight 21 Ibs. 
Also ea in Yo Gal. size 


Your net price includes delivery on minimum 
orders of 150 Ibs. assorted. 


Order today or get additional information from exclusive manufacturer in U.S. 


DILLON-BECK MANUFACTURING CO. 


1227 CENTRAL AVE., HILLSIDE, N. J. 
Want more facts? Circle 189, p. 89 








Kenberry GADGETS 
ARE PROFITABLE 


Sell Fost, Use 
Little Spoce 
4 Color Cerds 


Display as a family of 
gadgets in one piace on 


Mixers. Beaters. 
Many other gadgets. 


More than 50 


~~ IRON HOLDER _ 
Kenberry GADGETS JOHN oe cp sles ime, 


Ask your jobber ONE MONTGOMERY rf 
or eaite torn SELLEVviLie 9. Nv. Kenberryoavorrs 


Want more facts? Circle 190, p. 89 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. 


Every care is 


taken to index correctly. Ne allowance will be made for 
errors or failure to insert. 


A 


Add Sales Co. 
Akro-Mils, Inc. 
American Plastic Products Co. 
American Thermos Products Co. 35 
Artwire Creations, Inc. .. ais 
Atlantic Tubing & Rubber Co. 
Auto-Flo Corp. bu 


Balionoff Metal Products Co. 
Bassick Co., The Bs: 
Brown, Inc., John Clork 


Cc 


Camp Chemical Co., 24 
Coastal Abrasives & Whey Co. 134-138 
Colorite Plastics, Inc. . 

Conner Ween OO .,... coarse AT 
Cross, W. W. ; $42 


D 
— Bait & Morine Products 
140 


ack Mitchell industries, Inc. 
De Witt Products Co. 

Diamond Tool & Horseshoe Co. .. 
Dillon Beck Mfg. Co. PS 
Drop-Lite — Co.. 

Du-All Mfg. i} 

Dustpak Ltd., tee: 


Edmont, Inc. 
Ekco Products Co. 
Empire Brushes, Inc. 


F 


Faultiess Caster Corp. 
Fletcher-Terry . 

Foley Mfg. Co. 

Forest City Products, Inc. 
Franklin Metal & Rubber Co. 
Fuller Tool Co., Inc. .. 


SG 


Gering Plastics, Div. of 
Studebaker-Packard Corp. 
SR eee 
Graham & Co., Inc., John H. 
King Cotton Cordage Div. 
Seymour Smith & Sons 
Gries Reproducer Corp. 


15, 92-93 
ins 


H 


Hall-Mack Co. 

Hewitt Bros. 

Hines-Park Foods, Inc. 
(Duncan-Hines Institute) 

Hoppe, Inc., Frank re 

Hoyt & Worthen Tanring Corp. 


Irvin Ware Co. 


J 
Jiffy Enterprises, Inc. . 


K 


Kellog¢e Brush Mfg. 


Co. 
Knape & Vogt Mfg. Co. 102-113 


L 


Larson Co., Charles O. 
Lincoln Metal Products Corp. . 3 
Loma Industries 116, 128 


EERE er hy eRe Oe 103 | 
is df Marshalltown Trowel Co. 
By 4 Metal Ware Corp. .... 





M 


Magic Iron Cement Co., Inc. . 


Miller Co., Inc., Robert E. 
Moore Push-Pin Co. ha 


N 


National Brush Co. ..... 

National Housewares Mfrs. Assoc. 

National Plastics Products Co., 
Inc. 

National Screw & Mfg. Co. 

a A en Carbide Tool Co., 


Oxwall Too! Co. 


Parker Mfg. Co. ..... 

Parker Hardware Mfg. Corp., S. 
Pennsylvania Saw Corp. ... 
Phillips Chemical Co. ... 
Pittsburgh Plate Giass Co. 

Pennvernon Div. 

Store Front Div. ............. 
Plymouth Rubber Co., Inc....... 
Prizer-Ware Div. 

Textile Machine Works 


Rain Drain, Inc. ........ 
Reynolds Metals Co. 


$ 


Samson Cordage Works ...... 
Security Hardware Mfg. Co., 
Sheffield Bronze Paint Corp. 
Shepherd Casters, Inc. 
Sherman Mfg. Co., H. 8. 

Skil Corp. 

Southern Fabricators Corp. 
Stanley Works, Hand « 4 Div. 
Star Key & Lock Mfg. 
Sterling Faucet Co. .. 
Swing-A-Way Mfg. Co. 


T 


Taylor Instrument Companies 
Turner & Seymour Mfg. Co. 


U 


Upland Industries, Inc. 


Visking Co. 
Div. of Union Carbide Corp 
Vichek Tool Co. 


Wen Products Co., Inc. 
Wessel Hardware Corp. . 
Woodhill Chemical Co. 
Wrap-On Co. .......... 
Wright-Bernet, Inc. 
Wrought Washers, Mfg. Co. 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 





SELL STYLE... 


ee j ee 5,5 
MLE we. * 


+ 
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4424 Paul St 


Philadelphia 24, Pa 
Want more facts? Circle 191, p. 89 


ACCESSORIES 
ae... ACTION” SPIT BASKETS 
“KING SIZE” FLAT SPIT BASKETS 
GRILL & TOASTER BASKETS 
a: i gS See us at Booth 211-13-15 
Be eR Housewares Show, Chicago 
UTILITY PANS (cast aluminum) 
BAR-B-Q TONGS 
SECTIONAL DIVIDERS for 
round baskets 


=felem me. m4 -1018 
NHMA National Housewares Exhibit 


Jan. 15-19, McCormick Place, Chicago, Ill 
HEWITT BROS. Mfg. Co. 


a [olitelals MG ia wm Geliizelaalle 
Want more facts? Circle 192, p. 89 


KELLOGG BRUSH MFG. CO., wesitieid, Mass. 








IN CANADA: Self-Serv-Pak Co., St. Hyacinthe, P.Q. 
Want more facts? Circle 193, p. 89 
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NEW W AY 
TO MoVE 


MERCHANDISE 


Displayed on the 
counter, on peg- 
wi a board or fixed per- 
; vo OS ES, ae ’ manently to wall or 
ramous TRIPLE TEST : : ef oomatet, moev'o Me inet 
i i ages \ 4 easy. self-selling 
PEN x STATE SAWS : Sa ai way to move the five 
; ; most popular lines of 
Pet wire goods. 


See Your Jobber or Write for Literature 


CHAS. 0. LARSON Co. Steriins 


PENNSYLVANIA 


ae 


— 


| Sold 6,00 
OFFICE - NEWARK;N.J. FACTORY - YORK, PENNA. Bs cous DE V IT CTS CO. 


| 5860 PLUMER ST.| DETROIT 9, MICH. jo 


; 


\ 
| 
\ 
| 
\ 


Want more facts? Circle 196, p. 89 


MARSHALLTOWN 


SAW CORPORATION | 


Want more facts? Circle 194, p. 89 








MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 
Want more facts? Circle 197, p. 89 


Cross Tack, Brad, Nail and Staple Boxes Now ,CROSS cro 
3 


Redesigned for Faster Selling. These Color- "4 
4 Coded, Window-Front Boxes Hang, Stand, \s 
_ or Fit the Rainbow Display Racks That Are | 


if 


it _ Free for the Asking. Ask Your Jobber. ? } ie [= : “F 
=) |W. W. CROSS & COMPANY, JAFFREY, N. H. ) eecdehadd BRA DS 4 ES 


f= 
§ 


+. ge 


ee ee 


a 


Want more facts? Circle 198, p. 89 


DOMES or SILENCE 


DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


ou Rubber Expander 
Tubular Glide 


ANI 


smoothly. 
or ecard. zes, 
Se”. %”, 1”, 11/167, 1%", 1%". 
PROMPT SHIPMENT (22... 
Ask your jobber, if he is not suppiled, write ni 
ROBERT E. MILLER & CO., INC., : Adjustable Tubular 
35 Pearl St.. New York 4. N. Y. wtb 
Want more facts? Circle 199, p. 89 


AX 
Sp 


\) 


~ 
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National’s your better buy 
to reduce ordering and handling costs 


Consider the advantages of one-source 
buying from National, and you'll be 
impressed by the time and money you 
can save. National’s complete line makes 
it easy to standardize on one dependable 
source. You'll reduce paper work, and 
cut down on ordering end handling 
time. You'll also get these advantages: 


Color-coded labeling with sizes clearly 


indicated in big type, for faster order 
filling and for easier stock control. 


No-smudge boxes with the glossy finish 
that can stand handling and stil! look 
fresh when they get to the customer. 
Recognized quality throughout the 
National line ... your assurance of cus- 
tomer satisfaction and repeat business. 


These are some of the reasons why so 
many of our Customers are standardizing 
on the National line .. . and agree that: 
““National’s Your Better Buy,” by far. 


Ask Your Distributor... He Knows 


THE NATIONAL SCREW & MFG. COMPANY © CLEV<zAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. 


3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 
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